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AUGUST 


Merchandising Month 


Good News 


F June figures are any forecast of 

appliance business for the rest of 

this year, we are going to find 
things extremely satisfactory. For 
business in the first six months has 
run well beyond the fairly optimistic 
estimates made in the early part of 
the year. The most striking indica- 
tion of this business is the June figures 
on refrigerators. June turns in 
268,865 electrical refrigerator units. 
This is more than two-and-a-half 
times the sales of June a year ago— 
an increase of 156 per cent. And 
more important even than the relation 
of the June 1938 sales is the fact that 
the June 1939 fingures are less than 
May figures by only 5,000 units. 

In past years there has been a con- 
siderable drop from May to June in 
refrigerator shipments. Six out of 
seven past June shipments have de- 
clined from May. Even in the record 
sales year of 1937 the drop was 65,000 
units—a 20 per cent decline from 
May shipments. 

The special reason for the im- 
portance of June shipments holding up 
is that this is not the time of year 
when distributors usually stock for 
inventory, and therefore it is the rea- 
sonable assumption that this large vol- 
ume is turning into consumer sales. 

Estimates made at the beginning of 
this year looked forward to refriger- 
ator sales of 1,500,000 to 1,750,000 
units. This is way under what now 
seems to be obtainable. The ship- 
ments for the first six months total 
1,414,000. In short, refrigeration, a 
prime indicator for all appliance sales, 
is away ahead of expectations and 
moving at an accelerating rate. 

Washer figures are equally en- 
couraging. Here again June ship- 


ments were well ahead of May 
shipments, June total being 110,000 
against 86,500 for May. And this 
again is current to trend. In five 
years out of the last seven, washer 
business has shown a decline from 
May to June. Of the two years where 
June shipments showed an increase 
over May, one was the freak year of 
1933 with NRA influencing the course 
of business, and the other was 1936, 
the all-time record year for washing 
machine unit sales. 

As with refrigeration, these June 
shipments can be interpreted as mov- 
ing rapidly into consumer hands. A\l- 
together, washer business for the sec- 
ond six months is highly promising, 
especially with Washer-Week coming 
along the second half of October—an 
event which should stimulate washer 
business throughout the entire last 
quarter. 

Of course what happens during the 
remaining part of 1939 in the appli- 
ance field will depend on the general 
business picture. It is good then to 
report that business prophets are 
distinctly bullish in their outlook. Even 
the most conservative forecasters find 
constructive forces still in the as- 
cendency. In the key industry of 
automobiles, 1939 is expected to turn 
in a first rate performance with a 
still better year to come in 1940. 

It would appear that the utilities 
have passed the peak of their differ- 
ences with government and are able 
again to plan with greater confidence, 
a factor of importance in all electrical 
appliance promotion. Employment is 
on the increase and is likely to in- 
crease still further, while rural pur- 
chasing power is up. According to 
the Department of Commerce Sales 
Index rural sales rose to a new high 
in June. 
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Distribution Costs 


HE subject of distribution costs 
is in the news again. The 
Twentieth Century Fund, one of those 
organizations founded to investigate 
this-and-that, has published a book 
entitled “Does Distribution Cost Too 
Much?” The authors and compilers 
seem to think it does, and have estab- 
lished a figure of 59¢ out of each 
dollar as the amount paid by the pub- 
lic for distribution costs, against 41¢ 
for the cost of the goods themselves. 
For some reason or other studies of 
distribution costs direct a great deal 
of attention to such high unit priced 
products as_ electrical appliances. 
Certainly it costs money to sell appli- 
ances. And that cost has to be paid 
by the consumer. But what about the 
service rendered by the appliances? 
And what about the cost to distribu- 
tors—wholesale and retail—of educat- 
ing the buyer to appliance service and 
value? 

As a matter of fact, the amount of 
money that is being put into appli- 
ances today for distribution is less, 
not more, than it should be. If value 
determines price, then appliance prices 
should be higher. It is difficult to 
think of any products where the user 
gets so much for his money. And 
difficult to think of any products which 
have called for so much buyer educa- 
tion by distributors. 

If the distribution end of this busi- 
ness had not done such a wonderful 
educational job—on a speculative basis 
in the hopes of profits to be taken 
out—there would be nothing like the 
number of appliances in use, and noth- 
ing like the high quality, efficiency of 
performance and low price which dis- 
tinguishes the electrical appliance 
today. 
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A HIT! Toastmaster’s latest, smartest party-promoter—a Waflle Service, com- STUNNING new beauty, with all the proved efficiency of this automatic wai 
plete with tray, Franciscan pottery batter bowl, matching syrup pitcher, life- fle baker. Instant heat control and heavy non-overflow grids insure perfe: 


time chromium ladle and automatic waffle baker . waffles every time 


CLICKING wherever it is shown—the Junior non-automatic toaster, with FLASH! A Toastmaster combination at an unheard-of price. The Junio 
smart new decoration. Toasts iwo slices, both sides, at once. A finer toaster Toast ‘n Jam Set, with speedy Junior non-automatic toaster, walnut tray 


than many automatic types, at only . and Stangl pottery jam dishes 


WATCH sales climb! This De Luxe Toast ‘n Jam Set with walnut tray, color- PRICED at an all-time low, raised to an all-time beauty high. The 1-slice 
ful Stang! pottery dishes, and automatic toaster, costs little more than the automatic operates the same as the 2-slice model. Always a steady seller. 


toaster alone Now only 


NEW in beauty, luxurious in every appointment. This De Luxe Hospitality RICH in eye-appeal, with large tray and cutting board, colorful Stangl pot- 


Set has four lap trays, toast-trimmer, Duncan crystal appetizer dishes—and tery appetizer dishes, this Standard Hospitality Set offers the utmost in 
2-slice automatic toaster 
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of a magnificent 


All-New Line 


with 2 Extra-Profit Deals! 


TOASTMASTER reveals the most spectacularly beau- 
tiful line in the entire electrical appliance field! 


Every item has been redesigned for greater eye-appeal, 


stronger sales-pull, and bigger profit-making. Two com- 


pletely new tray sets will be hailed on sight as outstand- 


ing best sellers. 


One is the new Waffle Service, bound to start a buy- 
ing wave. The other is the Junior Toast ’n Jam Set— 


the first Toastmaster set to sell for 
less than $10. At only $8.50, it’s a 
sales sensation in the making. And 
see the new 2-slice completely auto- 
matic toaster; and the equally beau- 
tiful l-slice automatic at a new low 
price! 

This is the line! Last year Toast- 
master sales hit an all-time high. 
That’s a Toastmaster habit. Every 
year, for five consecutive years, has 
set a new record. With this new line 
backed by powerful national adver- 
tising, watch sales soar! 


COPYRIGHT 1939 McGRAW ELECTRIC COMPANY 


2 SAMPLE ORDER DEALS 
OFFERED TILL AUGUST 3ist 


Only once a year comes this opportunity to make extra 


profit on Toastmaster merchandise. Two deals are of- 











NEVER before such a beautiful 
toaster. Entirely new and com- 
pletely automatic. The 2-slice 








fered. Both are small sample assortments, requiring only 
a minimum investment in the fastest-selling line of 


small appliances. Both are offered 
to retailers only. These deals give 
you a handsome bonus for being 
first to feature Toastmaster’s new 
profit-builders. They are backed 
up, not only by national advertis- 
ing, but also by a complete kit of 
Sales Helps— window and counter 
cards, envelope stuffers, mats and 
cuts. 


* Get in touch with your distributor 
today for full details—or write to 
the McGraw EL ectric Company, 
Toastmaster Products Division, 


Elgin, Illinois. 


ANOTHER GREAT ADVERTISING CAMPAIGN 


Again this Fall, Toastmaster* backs you up with from Labor Day to Christmas! Order your extra- 

the biggest and best advertising campaign in its profit deals now—and time your advertising to tie 

entire history. Fifteen leading magazines...many in with Toastmaster’s great advertising campaign 

full-color pages . . . over 92 million separate mes- to your customers! Let them know that your store 

sages... reaching every city, town, and village, is the place to buy Toastmaster’s new products. 
*’*TOASTMASTER" is a registered trademark of the McGraw Electric Company 
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Summing Up 


or Shorter Lines 


Third article in series reviews survey material — Representative 


men in wholesale and retail appliance distribution endorse 


ELECTRICAL MERCHANDISING proposal for fewer models 


By 
Ernest C. Hastings 
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E said in the June issue of 
ELECTRICAL MERCHANDISING 
—not enough of each dollar 
involved in the making and distribu- 
ting of electrical 
left as net profit. 

The statements was made with some 
fear but very little trembling. Fear, be- 
cause we were afraid the article titled, 
“Shorter Lines—Longer Profits” 
might precipitate one of those cat 
and dog fights in industry which make 
for lots of noise and much running 
about with comparatively small, if any, 
results. 

If you read the results of the survey 
made by ELectricAL MERCHANDIS- 
ING published in the July issue, and 
more particularly the comments, you 
can well understand why our fear was 
turned to jubilation. The latter not be- 
cause of the almost unanimous indorse- 
ment of our thinking, but because not 
one of the hundreds of letters and 
comments received tried to put the 
blame for “short profits” on any indi- 
vidual or group or division of the in- 
dustry. 


refrigerators was 


We wish it were possible to print 
all the letters received but we can’t so 
have selected excerpts which are 
typical. They follow immediately after 
this article. 

The letters were written by busy 
men with hard jobs to do. Yet they 
gave real thought to the problem of 
more profit in major appliance selling, 
and took time to give us the benefit of 
their ideas and practices. 

With ExvecrricAL MERCHANDISING 
carrying the ball for more “Net” there 
is unquestionable evidence of the need 
for willing team work from makers 
to dealers if there is to be a material 
change in the profits picture. 


The last statement is not mere sup- 
position ; we have studied the statistics 
of the questionnaire for facts; we’ve 
read and reread the comments so as to 
get an all-over picture of what “they” 
say; then we have analyzed the letters 
so as to find out just what the leaders 
in the appliance field recommend. 

All of this we wish to boil down and 
give you in concentrated form those 
suggestions about which there appears 
to be no question in the minds of 
appliance men. 

A vast majority of the letters lay 
considerable stress on the confusion 
resulting from too many models and 
sizes. They say it is hard for the cus- 
tomer to make up her mind just which 
number to buy. This resulted in both 
delay and loss of sales. Usually the 
longer she waits and the more she 
shops around the more confused she 


she is. He, too, has a bad case of “conftters anc 
fusionitus” trying to get the whol good | 
thing straightened out in his mind sy. Mos 
as to clear hers. riced lit 
The third fellow in a state of conj™jommon s 
fusion is the retail buyer of refrigerfMfossible t 
ators. Many say there are so manggp the De 
models and sizes they have to reso wuld affe 
to a form of “eenie meanie, ming This tT 
mo” and hope the guardian angel o ould =m 
merchandising will give them a breapresent 
in selecting the right ones. very ma 
These confusionists—all three It was 
them—were made so because thergy® with 
was and is not sufficient difference beg!" W 
tween models, and size spreads are to ee 
» be 1 


small. Make models more distinctive 
more different; eliminate some of thé 
sizes, and this detrimental confusior 


Only 2 
1c comr 


will vanish in the buying and sellin; easonab 
of refrigerators. Yes and washers an —— 
ranges as well. iedium 

hese Ww 


Just how far models should be re , 
duced appeared to be a bit indefinit hat wil 


in the minds of most commentatorggptres 4 
and letter writers. Few are willing qe Lux 
be very specific. However, the vasigepparent 
majority of them agree on at least 4 nuch be 
fifty per cent reduction. Some go con##!0" wit! 
siderably beyond that. 0 comp 


The recommendations as to number 
of sizes leave very little room for argu 
ment. The seven cubic feet size is defi 
nitely “out”. Also few have a kiné 
word to say for the five cubic feet 
Those two sizes appear to be the un: 
wanted children of the refrigerator 
family. 

So, if men responsible for selling 
well over eight million dollars’ wort! 
of refrigerators per year were a bit 
uncertain about models they were quit 
positive as to sizes. The ones wante 
are four, six, eight and twelve cubi¢ 
feet. Slight modifications are accept 
able of course. The point of real im, 
portance being the conviction thai 
only four sizes are necessary for sucfi] feel c 
cessful selling. rested 

Many comments and letters said ifind ¢ 
another way and we give you thei 
thought on the question. A four cubic 
foot size for the apartment of smal 
family; a six foot size for the averag¢ 
family irrespective of where it lives 
an eight foot size for the courageou 
or large family; a twelve foot siz 
for the farm or rural home whic! 


C] 
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Genere 
becomes. Oftimes she decides “just to needs extra refrigeration space. - 
get along with what she has,” and uses The man of means may also buy the 
the money for a first payment on a_ twelve foot size for the same reasot 
new car or for something else. as the farmer—he wants plenty 0 

W hy doesn’t the salesman help her food in the “ice box” when he wants it Wou 
decide? According to the record, in What price for refrigerators? Weé 
many cases, he is just as mixed up as_ did not expect too much from the > 
1€ 
Longe 
ELECT 
a ver 
EDITOR'S NOTE Fran 
Bbe a 
° ° ° ° ° tion i 
These articles deal primarily with refrigerators but the comments . re 
sad 
from dealers were even more emphatic about the desirability of ardize 
. i id . . ggram 
reducing models and sizes in washing machines, ranges and water additi 
heaters. The common criticism was that "models come out so i ry: 
andc 
fast we can't keep up with them." value 
neces 
tri 
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rs and comments on this. However, 
rood majority had something to 
iv. Most of them favored a low 
iced line and the De Luxe. The 
mon statement being, “it would be 
sible to switch a probable customer 
) the De Luxe from the special if he 
wuld afford it.” 

[his recommendation, if followed, 
ould mean the elimination of the 
resent medium priced line which 
very maker has in his catalogue. 

It was very hard at first to reconcile 
1is with the statistics of the question- 
aire which showed slightly over 
ty per cent of refrigerator volume 
) be in the medium priced group. 

Only after a very careful reading of 
1e comments was it possible to find a 
easonable explanation. Most dealers 
dvocating the abolishment of the 
iedium priced line said, in about 
hese words, “give us a special line 
hat will truly compete with chain 
tores and mail order houses; and a 
Ye Luxe line.” Independent retailers 
pparently feel they are losing too 
juch business to a form of competi- 
ion with which they are not equipped 
o compete at present. Just why deal- 
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Letters from Wholesalers and 


ers think it advisable to give up the 
medium priced line for the low priced 
one is not quite clear in the writer’s 
mind. Maybe it is only that the grass 
appears greener on the other side of 
the fence. 

There is felt to be a need for a lower 
priced box than is now being made 
by most manufacturers. If only a lim- 
ited number of models and sizes were 
produced in the lower price bracket 
maybe it would be possible to give the 
dealer what he wants. It is even pos- 
sible a six-foot size in two models in 
mass production is the answer. 

The writer certainly does not sub- 
scribe to the idea of “cutting out” the 
medium priced line. It would be 
against all the principles of merchan- 
dising. Customers are not easily 
switched from low to high prices. 
Ford buyers do not jump to Lincolns. 

If sizes are reduced will dealers 
stock the complete line? The answer is 
pretty definitely “yes.” Most com- 
ments indicate sellers to be carrying 
four, six and eight-foot sizes now, and 
in many cases a ten or a twelve. Fives, 
sevens and other such sizes are mostly 
special orders. 


What about models? A more diffi- 
cult question to answer. A great deal 
would depend upon how many models 
were in the line. If they were not 
over half what they are at present 
there is no doubt but that a great, 
great many more dealers would stock 
all models and all sizes than is the 
case at present. There will always be 
retail buyers who will stock only the 
models they think suitable to their 
location and customers. This would be 
true if there were only two. The point 
of interest is that a reduction of mod- 
els will greatly improve the situation 
as it exists now. 

There was nothing on the question- 
naire sent out about mark-downs, 
close-outs or “dumping” and yet a 
large number of dealers of all kinds 
said they thought a reduction of mod- 
els and sizes would greatly reduce this 
type of selling. Those who went into 
detail pointed out that the sizes and 
models left at the end of the season 
were usually the “odd” ones or those 
produced without regard to what the 
public wants. 

Maybe you would like to know what 
the public does want. Well, you 


Retailers favor 


pretty much have the answer in the 
results of the questionnaire published 
in the July issue. It is true that the 
facts and figures came from the deal- 
ers but they reflect what people are 
buying or wanting. Despite argu- 
ments to the contrary, retailers are 
suppliers of merchandise rather than 
sellers. They try with every means at 
their command to select styles, models 
and sizes the public wants. It makes 
for quicker turn-over, profitable ad- 
vertising, lower selling expenses and 
a reduction of most other costs of do- 
ing business. 

So, when tell what they 
want in refrigerators, you can_ bet 
your most treasured possession they 
are just passing on what Joe Public 
wants and is buying. We know the 
comments came in answer to the ques- 
tion of “how to make more money in 
appliance selling.”’ Well, if selling cus- 
tomers what they need or want isn’t 
one of the surest to increase 
profits then we are willing to sit in a 
six cubic foot refrigerator with the 
regulator turned to high for the rest 
of our natural or unnatural life— 
and how we hate cold. 


dealers 


ways 


Shorter Lines 





Would simplify every phase 


DITOR: 

I have read your article which ap- 
eared in the June issue of ELECTRICAL 
[ERCHANDISING, and wish to compli- 
ient you on the clear and convincing 
pnalysis you have made of the profit 
roblem in merchandising electrical 
refrigerators. 

Permit me to endorse your views as 
feel confident that the procedure sug- 
zested to reduce the number of models 
and concentrate production on the 
izes in greatest demand would sim- 
plify every phase of the problem for 
he manufacturer, retailer, and con- 
umer. 

[ hope that your efforts will bear 
fruit. 

RALPH L. GOLDSMITH, 

General Manager, 


Lonsburgh & Bros., 
Washington, D. C. 


Would produce additional profits 


EDITOR: 

[he article “Shorter Lines 
Longer Profits” in the June issue of 
ELECTRICAL MERCHANDISING contains 
a very interesting trend of thought. 
Frankly, it is my opinion that it would 
a decided step in the right direc- 
tion if, as a group including all, manu- 
facturers of refrigerators would stand- 
irdize on fewer models. Such a pro- 
im would unquestionably produce 
a(ditional profits for all concerned, and 
ould also produce lower retail prices 
and corresponding greater refrigerator 
lues. When money is wasted on un- 
cessary additional production and 
tribution costs, everyone, including 


a 


- 
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the ultimate user, is penalized due to 
the resultant higher prices. 

I sincerely hope that this expres- 
sion of opinion will have some value 
in the program that you propose to 
set in motion. 

Cc. A. COMSTOCK, 


West Coast Power Company, 
Portland, Oregon 


Educate retail salesmen 


EDITOR: 

Concerning variety and models of 
appliance lines, 

Retail salesmen have brought about 
this condition by listening to every un- 
reasonable demand made by a pros- 
pective retail buyer, which buyer 
might merely be expressing a pref- 
erence for color, size, shape, etc., 
inwardly hoping that the animated 
form before her would be able to 
help her make up her mind to 
buy what he had to sell. Instead he 
goes to the manager with a 
very strong appeal in favor of 
equipping the appliances with new 
gadgets, new forms, etc., the sales 
manager goes to the dealer with the 
“hot” tip, the dealer passes it along 
to the distributor who in turn fires 
it at the manufacturer. 

In a few weeks or _ months, 
presto! line appears, which 
for number, size, quantity and color 
would make a spawning fish look like 
a piker, insofar as variety and num- 
ber are concerned. Accompanying the 
line is the bill for all the extra ex- 
pense in the form of short margin to 
all concerned. 

It is a purely educational problem, 
only this time it’s the retail salesman, 


sales 


gu~G 


not the customer who needs educating. 
Perhaps if we would try to get across 
to all interested parties just what a 
salesman is supposed to be and 
then go to work re-building some of 
the old models we all have in stock, 
at the same time adding a few new 
up-to-date modern ones, we would be 
able to reduce our lines in variety 
and number and still do more busi- 
ness, and you're welcome to quote 
me, name and all. 

C. L. MORRON, 


Good Housekeeping Stores 
Denver, Color 


98% sales on four models 


EDITOR: 

The article “Shorter Lines—Longer 
Profits” by Mr. Ernest C. Hastings as 
an indictment of the industry is well 
founded, and I question that you will 
receive one letter that disagrees with 
this article in substance at least. 

We handle a line of electric ranges 
which carry thirteen models. We find 
that four models cover 98% of our 
sales and should be able to dispose 
of one of them. We find that three 
size water heaters takes care of our 
water heating problems. Yet this 
same manufacturer has to carry be- 
tween 250 and 500 different cata- 
log numbers of electric water heaters 
to be able to serve the various cus- 
with correct wattages, volt- 
ages and capacities. We are not in 
the refrigerator business but we do 
work very closely with our dealers 
and here we find many of the small 
dealers, such as the hardware stores, 
small furniture stores, etc., where the 
thousand different 


tomers 


salesman sells a 






articles, all confused as to the correct 
models to buy. Then he becomes con- 
fused in trying to justify the price of 
this model against that model; it is 
likewise confusing to the customer and 
this is a point that should not be 
overlooked. It makes it difficult for 
a customer to make comparisons and 
a confused mind does not lend itself 
to quick decisions in buying. 

It is my personal opinion that the 
electric service companies of America 
would cooperate with the manufactur- 
ers in reducing models as such sim- 
plification would benefit the consumer, 
and there is every reason to feel, as 
the article points out, that the simplifi- 
cation would certainly reduce overhead 
from the manufacturer down. 

I have personally been reading 
“Electrical Merchandising” for many 
years and I have seen no article in 
your magazine or any other electrical 
trade journal that should provoke more 
profitable discussion in the industry 
than the one on “Shorter Lines— 
Longer Profits.” You may use this 
for what it is worth, which is of 
course my personal opinion. 

HERMAN E. KIRCHNER, 
Mgr. Residential Sales, 


Appalachian Electric Power Company, 
Bluefield, W. Va. 


Ranges and washers also 


EDITOR: 

I think that undoubtedly there are 
too many models of each line of major 
appliances on the market. With the 
number of models offered at present 
it is imperative that a dealer keep in 
stock practically all of these models. 
This in turn runs inventories high, 

(Continued on page) 


next 





end of the season certain 
have not well 
to remain to be disposed of 
prices. 


and at the 


models which sold so 
are going 
at cut 

While the article merely mentions 
refrigerators the same is true, even in 
a larger the matter of 
ranges and washing machines. The 
above seems to me to be especially 
of small towns where 


measure, in 


true in the case 


the volume of merchandise sold is 
rather small The present set-up in 
the appliance field requires almost 


identical inventories in large and small 
communities, and very frequently these 
inventories in small communities are 
a long ways out of line with the vol- 
In the last analysis, 
reason why the average 
customer should be shown a full line, 
as they exist at present, of appliances, 
and it has a great many draw-backs. 
The customer is confused, naturally 
believing that the higher price paid 
will purchase an appliance which will 
give better performance, and still when 
he cannot afford the higher priced 
ippliance he is somewhat dissatisfied 
with what he actually does buy. 

I think that the troubles experienced 
by the electrical dealer are, in a large 
measure, due to too great a variety 
of appliances and too great an inven- 
tory, rather than to the small discounts 
given. 


ume of sales. 


there is nm 


H. A. NESBITT, 
General Manager, 
General Public Utilities, Inc 
Deodwood, South Dakota 


80% Business on three models 
EDITOR 

I have carefully read the article by 
Mr. Hastings which appears in the 
June issue of the Etectrricat Mer- 
CHANDISING. 

Unquestionably, this article touches 
on several very important problems 
connected with the appliance business. 

Because of the narrowing margin 
of profit allowed the retailer, we find 
that they are losing interest in the 
business because they cannot see a net 
profit in it 

Most of the manufacturers are at- 
tempting to fix both the retail price 
as well as the distributors’ cost, and 
the margin between these prices have 
been less each year. 

If it continues, I know that our 
Company will not feel justified in put- 
ting the same promotional effort be- 
hind these lines as they have done 
the past two years. For the same rea- 
son, the retailer is narrowing down 
his activity to a very marked degree. 

There have been entirely too many 
models in each of the major appliance 
lines. Some progress was made this 
year in cutting these down which has 
resulted in a lessening of investment 
nm the part of the and 
dealer, and the business has gone for- 


ward in 


distributor 


volume over last year. 


In my opinion, there should be no 
more than five or six models of re- 
frigerators and about the same num- 
ber of ranges and washers. Cer- 
tainly, this should react to a lower 
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cost for the manufacturer, which sav- 
ing might be used in giving larger 
margin and in reducing the retail 
price. Our own experience during 
the past three years on refrigerators 
substantiates this statement. 

In 1937 there were eighteen models 
of refrigerators in the line we han- 
dled; 82% of our total business for 
the year was done on four models. 

In 1938, our line included 20 mod- 
els; 81% was done on the same four 
models. 

In 1939, our line includes eleven 
models; for five months 80% of our 
business has been on three models 
J. S. SHAW, 

Manager Electrical Department, 


Moore-Handley Hardware Company, 
Birmingham, Ala. 


Don’t carry too far 


EDITOR: 

There is no question of doubt but 
that you have touched on a very vital 
subject and one which dealers and 
wholesalers of electrical appliances 
have been most concerned about for 
some time. A great many manufactur- 
ers have gone to considerable expense 
in research and procuring statistics re- 
lating to the sale of their particular 
product in order to accomplish the 
purpose of providing the trade with 
models that sell in volume, rather than 
ask their distributors and dealers to 
order and stock a multiplicity of mod- 
els of which only a certain percentage 
can provide a profitable turnover. 

In the case of refrigerators, we be- 
the Leonard line which we 
distribute, is the outstanding in this 
respect. Likewise, the same is true in 
the case of the Bendix Laundry. In 
giving consideration to the distribution 
of new lines the point which you have 
touched on represents a major factor 
in the forming of our conclusions and 
we heartily endorse the thinking so 
ably expressed in your article. 

Of course, it must also be kept in 
mind that a manufacturer can carry 
the restriction of number of models to 
such an extreme that he fails to make 
his line representative and serious con- 
sequences can result from an over-con- 
scientious effort to reduce models to 
a minimum. It would be almost as bad 
for us to go out with a short line which 
was not representative in all well es- 
tablished price brackets and models, as 
it would be to attempt to force upon 
our trade items which we know in ad- 
vance we could hardly expect to re- 
ceive a reasonable turnover on. What 
I think we all particularly resent is the 
manufacturer who has a line which is 
50% hot and 50% cold and who tries 
to enforce the sale of the entire line 
on the basis of the merit of a few 
good numbers. This type of manufac- 


lieve 


turer usually winds up behind the 
eight ball in the long run, but in the 
meantime he certainly makes life 
miserable for a great many people. 
Furthermore, the time lost in selling 
slow moving items to say nothing of 
the ill will created could otherwise be 
very well spent in a more intensive 
effort to secure distribution of the 
models in the more popular category. 
L. E. LATHAM, 

Vice President, 


E. B. Latham & Company, 
New York, N. Y. 


Sure to benefit 


EDITOR: 

It has been my firm and earnest 
opinion for a good many years that it 
would be highly desirable and con- 
structive for all concerned to reduce 
the number of models in the various 
appliance lines. While I am not an ad- 
vocate of cheap merchandise in the 
sense of an inferior product, I am con- 
fident that lower prices broaden our 
horizon of selling. 

Some years ago, it was only after 
my insistence for an electric range 
that could retail under $100.00 were 
we successful in getting volume sales 
results on this appliance. I remember 
quite well earnest discussion with 
manufacturers at that time and my 
suggestion that they cut their line in 
half, study mass production and get 
preliminary commitments from various 
utility companies on a volume produc- 
tion price basis. It finally resulted in 
our turning to new manufacturers who 
were willing to go along on the matter. 
That was the beginning of our in- 
creased sales. We have had the same 
fundamental experience time and time 
again. 

I am glad to see your organization 
taking up this matter. I am sure it 
will be a benefit to manufacturer, job- 
ber, retaaler, and the public. 


K. C. LONG, 
The Dayton Power & Light Company, 
Dayton, jo 
* 
Simplify or else 
EDITOR: 


You are undoubtedly right in your 
view that there is too great a variety 
of models or designs in electrical appli- 
ances on the market today. This wide 
variation is not only costly to manufac- 
turers, distributors and retailers but 
also, indirectly, to customers. 

At the present stage of development 
in electrical appliances, customers are 
no doubt interested and intrigued by 
the variety of designs offered to them, 
but there is also a confusion concern- 
ing the relative merits of each of these 


designs. 
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Assuming that research and experi: 





mentation has solved most of thelbre they 
major difficulties of efficient operationfiing out al 
it would seem to me that some of thelid in fol 
leading manufacturers or association#™le sugg 
of manufacturers might undertake afMpur sple 
thorough-going research of possible Natural 
applications for the purpose of deter-Mj each 1 
mining what models or designs can belifish de: 
standardized. Through such standard-§But perh 
ization, costs of production and dis##hanufactt 
tribution could no doubt be greatly re-firs have 
duced so that such models could beMarry eve 
sold in large numbers. and the 

There will always, no doubt, be afire ever 
limited market for individual or cus- 

. LUTES, 
tom-made models but consumers whol Div. Mdse 
want these variations from the stand- ay FS 
ards should be willing to pay for them 

Finally, I am convinced that the 
manufacturers of appliances must come 
to some such standardization and sin- Sta 
plification of their lines together with 
lower prices to consumers or their — 
markets for such goods will be taken [ was 
away from them by consumers’ co- Bag 







operatives, government ventures, or 
by other devices. 

Your article in the July issue of 
Electrical Merchandising should, in 
my opinion, do a great deal of good. 
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PAUL H. NYSTROM, 
President, 
Limited Price Variety Stores Association, Inc., 
570 Seventh Avenue, New York City 


e 
o deale 
. erved | 
Must find additional markup § ...... 


EDITOR: 

Concerning the article in the June 
ELECTRICAL MERCHANDISING, I am in 
wholehearted sympathy with every- 
thing you say. 

As last year’s Chairman of the Mer- 
chandising Division of the N.R.D.G.A. 
we passed a resolution in the Electrical 
Session to the effect that accounting 
methods should be looked into. We are 


pecific: 
Some 

louble- 
ingle 

win-ur 
control 
All of 
ing rot 
sizes e 
wattag 


getting very slow action on this idea. fjcan se 
However, the farther I study the Mfoti-pea 
problem, the more convinced I am that fJstanda: 
you have brought out the vital points Msuitabl 
in your article. You could also supple- Hing a | 
ment this later by convincing the ers in 
manufacturers that they are wasting duce 
tremendous amounts of money in ad-f§prices 
vertising and selling promotion, some Wh 
of which could be passed back in the J§cipally 
way of profit. We all know that Msince 
much of this is necessary but consider- in the 
able miscellaneous advertising expense JJ ™ake 
could be eliminated without being Hwy ! 
missed. ‘7 
It is also becoming more clear to me Soles 
as we wrestle with the problem that ; 


there must be same additional markup 
found some place in order to keep the 
industry on its feet and out of the h 
very undesirable position which radio 
has acquired. 

We could point out to the manu- § 
facturers that unless their volume is jt us 
profitable to somebody they will get H™°") 
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ss and less distribution—and there- 
re they should be interested in cut- 
ng out all the unnecessary advertising 
id in following the even more valu- 
le suggestions which you give in 
uur splendid article. 

Naturally, the long list of numbers 
f each manufacturer comes from a 
lfish desire to satisfy all the market. 
ut perhaps it would be better for the 
n»anufacturers to realize, as we retail- 
s have to do, that it is impossible to 
urry everything that is manufactured 
and therefore impossible to manufac- 
re everything that is sold. 

. LUTES, 

Div. Mdse. Mgr., 


The J. L. Hudson Company, 
Detroit 


Standardize water heaters 


DITOR: 
I was very interested in the article 
y Mr. Hastings and I agree heartily 
ith his ideas. I feel that since the 
ast majority of refrigerator sales is 
ecured in about four models, the 
manufacturers could, by standardiza- 
ion on fewer models, offer dealers 
rger spreads and assist them in mak- 
ng more profits. 

My pet hobby as regards standard- 
zation is in Electric Water Heaters. 
obbers in this area sell water heaters 
o dealers who operate in territories 
erved by four different utilities. Each 
if these utilities has its own wattage 
pecification for electric water heaters. 
some use twin-unit heaters with 
louble-throw thermostats, others use 
ingle unit heaters and others use 
win-unit heaters with each element 
rontrolled by a separate thermostat. 
\ll of this necessitates jobbers carry- 
ing round and square heaters in five 
sizes each and four different sets of 
wattages for each of these heaters. I 
an see no reason why utilities with 
oft-peak water heating rates could not 
standardize on wattages that would be 
suitable for such rates and, by requir- 
ing a small assortment of water heat- 
ers in stock, be able to materially re- 
duce inventories and hence, retail 
prices and increase dealer discounts. 

While Mr. Hastings’ article is prin- 
cipally on “Refrigerators,” I feel that 
since the Water Heater is an infant 
in the appliance business, we should 
make plans to “train this child in the 
way he should go.” 
E. T. MOORE, 

Soles Promotion Manager, 

Virginia Public Service Company, 


lexandria, Va. 
Detroit, Mich. 


Middle course recommended 
EDITOR: 
{ am very much in accord with the 
thoughts expressed in this article. For 
ny years we have urged the manu- 


facturers to reduce their number of 
models because by so doing we would 
have—lIst, better inventory control; 
2nd, less obsolescence; 3rd, better 
turn-over ; and 4th, less customer con- 
fusion. 

From a good operating standpoint, 
a satisfactory turn-over is essential, 
and this can be accomplished only 
through correct control and knowledge 
of the market and purchasing of mod- 
els which will bring about a turn- 
over. While most manufacturers have 
a tendency to manufacture too many 
models, it seems to me that a middle 
course should be pursued. 


I recall a few years back where a 
gas manufacturer cut his excessive 
number of models down to only three. 
My understanding is that the three 
models were not sufficient to give this 
manufacturer proper coverage for all 
classes of customers which resulted in 
a large decrease in business not only 
for the manufacturer but for the 
dealer as well. 

On the other hand, an excessive 
number of models from a sales point 
of view, I believe, confuses our cus- 
tomers. I recall a story which was 
told a few years back about a utility 
executive who in the morning stepped 
out on the sales floor of his company 
and was advised by the salesman to 
buy a certain model. The executive re- 
turned to his office to think the matter 
over. At noon he went back to the 
sales floor and talked to another sales- 
man who attempted to sell him an en- 
tirely different model. In the afternoon 
he again returned to the sales floor 
and talked to the third salesman who 
had in mind still another model which 
he believed would exactly fill the bill 
for this man’s requirements. The ex- 
ecutive was so confused by the mass 
display of such a large number of 
models and by the presentations of the 
different salesmen that it was some 
time later before he could bring him- 
self to approach the subject of electric 
cooking for his own use. The point 
illustrated is that too many models 
confuse both the salesmen and the 
prospects. 


I believe the point we all want to 
remember is that people are not so 
much interested in purchasing a piece 
of mechanical equipment as they are 
in purchasing a definite service. In 
purchasing a refrigerator, the cus- 
tomer is interested in refrigeration; 
in purchasing an electric range, they 
are interested in cooking; and in pur- 
chasing a water heater, they are inter- 
ested in constant hot water service. 

It is my opinion that fewer models 
would bring about increased profits, 
better turn-over, and from a sales point 
of view would enable our salesmen to 
tell a more convincing story with less 
distraction to our customers. 

Another very ‘important angle, of 
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course, for increased profits for all 
concerned is the sale of all major load 
building equipment at the regular list 
prices. I believe the stabilization of 
prices is of utmost importance at all 
times. 

H. G. HUEY, 

Merchandise Manager, 


Northern States Power Co., 
Minneapolis, Minn. 


Study customer's needs 


EDITOR: 

I believe that fewer lines of equip- 
ment, without any question, would 
make more profit for the dealers. On 
the other hand, I-think that consider- 
ably more attention should be paid to 
trying to adapt various lines of elec- 
trical appliances to the customer’s ac- 
tual needs. As I go around, I am more 
convinced that not enough attention 
is given to making electricity adapt- 
able to the customer’s ideas of using 
it, and that this is very definitely re- 
tarding sales of appliances. Our de- 
signing engineers in the average fac- 
tory are altogether too far away from 
the customer. 


H. E. DEXTER, 
vine ee in Charge of Commercial 


ions, 
Central Hudson Gas & Electric Corporation, 
Poughkeepsie, N. Y.. 


Other points raised 


EDITOR: 

Generally speaking, I think the posi- 
tion taken in this article is correct. 
However, I believe there are two or 
three points with regard to domestic 
refrigeration which, if investigated 
thoroughly, would bring about some 
other conclusion than that incorpo- 
rated in the article. 

For example, I do not believe that 
people today are buying refrigeration 
but that the business has arrived at a 
point where the public is now buying 
refrigerators. I think that is the point 
that has caused quite a bit of confusion 
in the refrigeration industry within the 
past two years. As your article indi- 
cates, saturation is anywhere between 
50 to 60 per cent in various localities 
in the country. If this is true, that 
would only leave a potential market of 
anywhere from 15 to 5 per cent still 
to be sold as about 35 per cent of the 
American public is not in position to 
buy electric refrigerators. 

I believe the day of specialty selling 
of domestic refrigerators is past and 
that the domestic refrigerator is fast 
dropping into the same class with 
vacuum cleaners and washing machines 
which would make them a merchan- 
dising item or an over-the-counter sale 
for large department stores, chain 
stores, etc. The specialty selling of 





mechanical refrigeration today is in 
the replacement market with the cold 
wall or two-temp models of the vari- 
ous manufacturers. 

I believe that the following is more 
along the lines of a complete line for 
dealer sales rather than the idea incor- 
porated in the article. That there be a 
popular priced line consisting of either 
three of four models—one to take care 
of the apartment house job, and two to 
take care of the medium and large 
sized families, and a fourth model to 
take care of a farm market which 
should be an extra large model. 

Second, that there be a deluxe line 
which also would consist of about four 
models that would allow the people 
who have money to buy high priced 
models, and also those Who may be re- 
placing their present lower priced 
models with mechanical refrigeration, 
that carries various features which, if 
properly presented, the prospect would 
be willing to pay money for. There is 
also the class of trade who definitely 
have found some limitations in their 
present model of mechanical refrigera- 
tion and of course when they go in 
the market for the second time they 
will look for refrigerators that will 
give them the service that their first 
refrigerator did not give. 

I believe that manufacturers of re- 
frigerators will definitely split into 
two classes within the next two years. 
One will have a complete line of re- 
frigeration and all the sales equipment 
that is necessary for a specialty sell- 
ing organization, backed up with a 
tremendous amount of national adver- 
tising. The suggested retail selling 
prices of this type of manufacturer 
would naturally be higher than that 
of the second class. However, the dis- 
counts on the deluxe line will be fairly 
liberal whereas the discounts on the 
popular priced line will be compara- 
tively small. There will be a second 
class of manufacturer who will make 
no pretense of giving specialty sales 
assistance in the way of material or 
sales helps. They will have practically 
no national advertising but there will 
be a provision for advertising subsidy 
so that large local retail outlets can 
plan their sales promotion according 
to the policies of their companies. 
These lines will naturally be sold on 
a net price to the retailer allowing the 
retailer to make his own suggested 
retail prices. 

It is unfortunate that the average 
small independent retail outlet has 
given away so much of his discount 
to his customers in attempting to get 
more than his share of the business as 
it has made it possible for the manu- 
facturer to establish a line of discounts 
on the basis that the retail dealer was 
not protecting himself fully with the 
discounts that had already been al- 
lowed him. In other words, he was 
passing the discount on to his custom- 
ers rather than using part of it for 
advertising the line. 

I trust that this letter incorporating 
my reactions to the article may be of 
assistance to you. 

WM. D. PETERS, 
Manager Dealer Promotion Section, 


West Penn Power Co., 
Pittsburgh, Pa. 
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The doorbell route and home demonstrations still sell 


washers, says the Lewis Supply Company, Birmingham 


women 


INE out of every 10 


who permit a Bendix home 
laundry demonstration in their 
homes buy one according to the ex- 
perience of M. L. Williams, man- 
ager of the appliance department of 
Lewis Supply Company, Birmingham, 


Ala., and one of the nation’s leaders 


in the sale of this machine. He is 
vice-president of the Bendix High 
Fliers and wins all the Bendix con- 
vention trips including the World’s 
Fair-Havana cruise and the trip to 
South Bend for a Notre Dame foot 


ball gam«e 
But there is a lot of work in the 
prospecting and that seems to be where 


W illiams shines He be 


lieves in going 


at it the hard way He drives his car 

out to a better residential section, and 

takes the uses one by one punching 
Exterior 
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doors bells. If*the woman is not 
interested in laundry equipment, then 
Williams have a whole 
electric line to sell including refrfgera- 


tors, ranges and water heaters. 


and his men 


Williams’ organization holds some 
group demonstrations at the store 
and also has nine spot radio an- 


nouncements bidding for home dem- 
onstrations, but it is the door to door 


calls that produce the business, he 
said. If the prospect and her hus- 
band can be induced to come to the 


store for a private demonstration in 
the evening, well and good, but the 
majority of sales are made via dem- 


onstrations in the home. 


The idea is to let the prospect 
wash her own clothes right in her 
own home,” said Williams. “I make 
her do what little work there is to 


view of the concern's place of business. 


i 
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do, as there is little work to be done, 
putting the clothes in, pouring the 
and turning a switch. Then 
while the machine does the work I do 
the selling. It doesn’t take the aver- 
age woman long to conclude she can’t 
get along without the machine, and to 
wonder why somebody didn’t invent 
one long ago. 

\ reasonable trade-in on washers is 
allowed by Williams’ company. If the 
prospect wants more than the washer 
is worth, then the argument, “why 
keep the washer and do 50 per cent 
of the work.” 

Williams plan for himself and sales- 
men is for man to have 100 
prospects on his list at all time. He 
figures this ought to produce two or 
three sales per week at the least. And 
the way to get prospects he insists is 


soap 


each 





M, L. Williams, appliance sales manage: 
of Lewis Supply Company, Birmingham, 
is shown demonstrating a Bendix ma- 
chine to a couple of prospects with the 
husband of one looking on. 


Under a cooperative agreement with 
realtors, this concern demonstrates Ben- 
dix machines in new homes being offered 
for sale and often sells the laundry 
equipment along with the house. 


/m 
oe 
} 
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by cold canvassing. When he gets 4 


prospect, he doesn’t forget her or le! 
her forget him. He calls her up 
the telephone, writes her letters ar 
goes to see her, but never makes hin 
self obnoxious. It takes plenty 


work and persistence, especially in hot 
weather, but Williams’ record proves 
In 1936 and in 1937 Wil 
liams won top flight prizes for sell- 


1938 before 


his words. 


It was 
interested in the Bendix 
His organization at that time, s 
100 of the machines from April t 
December. 
pliment himself when he says that 


ing Frigidaires. 
he became 


took a high powered Bendix represen- 


tative two weeks to sell him on the 
product, whereas, to hear him tell it 
he can sell the average woman a ma 
chine in 15 minutes. 


Interior view which shows only a portion of the display room. 
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He doesn’t mean to con- 
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HE automobile business gives a 

good picture of the world of to- 
morrow in appliances. As everybody 
knows, nearly all car sales today are 
replacements. The motor car has hit 
saturation. Automobile dealers make 
little money on new car sales, lose 
their shirts on trade-ins. The service 
department, placed on a profit basis 
for every operation, is the good old 
bread and butter winner. There is no 
cost in selling service—the customer 
brings it in. 

Now dust off your spectacles and 
look at appliances. With cleaners 
nudging 48.96 per cent saturation, 
irons 94.06, refrigerators 51.67, toast- 
ers 54.58 and washers already sold to 
57.56 per cent of the nations 23,420,000 
wired homes, the time has come, as 





€ gets a typing beginners so frequently say on 
er or lef their typewriters, for all good men to 
Tr up come to an understanding of what 
ters ani saturation will mean to the dealer. 
kes hin- This is not the only disturbing 
lenty factor. The long tentacles of compe- 
ly in hot tition are reaching out to jerk dealers 
1 prove out of their complacency, no matter 
137 Wil where they may be. . In Oklahoma 
for sell-M City the chains reach out a hundred 
3 beforel§ and fifty miles with their bargains, the 
Bendix.§ mail order groups are putting up a 
ne, sold battle in the tiniest bailiwicks. Whole- 
April tof salers peddling at 40 off to every Tom, 
to com- Dick and Harry by catalog get into 
s that it} the dealer’s fur. Frankly, thinking 
epresen- merchants express grave doubts as to 
on the whether their neighborhood customers 
1 tell it, are any more loyal than so many barn- 
n a ma-@ yard roosters. The truth is, no mer- 


chandising establishment has a monop- 
oly on its customers any more. They 
float by means of fast automobiles and 
hard roads, over a vast area to what- 
ever spot offers the best buy. There 
no turning back the clock. This is 
e situation and progress in the elec- 
ical field must take it into account. 
In fact, the School of Business of 
the University of Chicago recently 
made a study of the purchases of 236 
uburban women. Surprising as it 
iy seem, out of 186 purchases of 
usefurnishing, supplies, and furni- 
ture—the classification into which ap- 
pliances fall—some 76 were made in 
metropolitan stores while 110 were 
niade in the suburban stores where the 
usewives live. Showered by ad- 
Vertising of all kinds, it was revealed 
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that women will buy at great distances. 

Obviously the electrical dealer has 
no firm clutch on his trade any longer. 
Thanks to the automobile, the tele- 
phone, the radio, he has competition 
which would make an old timer blink a 
quarter century ago. See table below: 





WHERE 236 SUBURBAN 
WOMEN SHOP 


Where Purchased 


Total In In 
Types of | No. of Subur- Metro- 
merchandise Pur- ban __politan 
Purchased chases Stores Stores 
Clothing........ 407 261 146 
Housefumishings 
Supplies, Services 
and Fumiture 186 110 76 
Gifts..... ae 37 10 
Miscellaneous... 58 40 18 
, oer 698 448 250 
Percentage 100.0 642 35.8 


A study of a large list of service 
calls brings out the following: 


1 People tend to lug in their out 
of order appliances—create that 
precious floor traffic. 


2 They tip off the dealer to the 
fact that the useful life of their 
item is nearing an end, will soon be 
ready for something new. 


3 Customers come in hot and 
bothered, eager for satisfaction and 
not in the notion of shopping for 
cut prices. Even if their old appli- 
ance still has years of wear, after 
repair, they will listen to an obso- 
lescence story. 


Two unsatisfactory angles remain 
in the service department. One is the 
tendency in many places for utilities 
to take a loss on repairs as a matter of 
“public relations.” Most of them 
would gladly turn over a lot of their 


their purchases is sound thinking. 

The standoffish attitude of the manu- 
facturer who says, “our product needs 
no service,” is coming to an end. Wear 
and tear on any type of machinery 
calls for attention. Here is a sample 
picture of the repairs made by one 
utility in one month which proves that 
service is a universal problem: 

Schools are being conducted today 
by manufacturers to which utility 
service men are invited. Soon this will 
expand to dealers everywhere. The 
sight of factory and service men hav- 
ing lunch together is something new. 
Within the last year deliveries of 
parts have been speeded up. One ex- 
ecutive told Electrical Merchandising 
that they now carried only half as big 
an inventory as in the past. Fixed 
charges for operation, such as repair- 
ing clocks and vacuum cleaners, are 
beginning to appear in the business. 

With rebuilding trade-ins of grow- 
ing importance, this adds impetus to 
the situation. 





Now we started out by talking about 
the service department, and you may 
want to ask by now what has it to do 
with the situation? Just this. In its 
scramble for business, the chain mail 
order house isn’t going after service 
business. 

The big drug store outfit that 
is unloading a carload of cut price 
radios doesn’t want to be bothered 
with service. The downtown depart- 
ment store isn’t thinking along this 
line. Wholesalers who sell retail at 
wholesale haven’t service on their 
mind. Fact is, in this little province of 
his business the neighborhood electri- 
cal dealer is still a little king, if he 
wants to be. Furthermore, his custom- 
ers turn to him as naturally as a 
daffodil to the sun, in this respect. 

Right in the territory where the 
University of Chicago school of busi- 
ness was finding housewives fickle 
when it came to shopping, Electrical 
Merchandising made a little study on 
service. 

Almost without exception when 
something goes wrong with an ap- 
pliance, the customer buzzes right 
over to the closest known place of re- 
pair, regardless of whether he bought 
it there or not. 
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ONE UTILITY—ONE MONTH REPAIR RECORD 





Repaired Previous Retumed 
Type of Total No. Under Tests Repairs Cancelled Not 
Appliance Repairs Guarantee O.K. Made Tickets Repaired 
ee 24 5 4 2 3 5 
Coffee maker...... 6 4 2 0 0 
| 0 0 thn 's 0 0 0 
Fletivoms.......... 47 11 18 5 13 
SS ee 0 0 0 paws 
Portable lamps... . 42 20 6 2 14 0 
Misc. goods. ..... 1 0 1 
Misc. appliances. . . 47 23 6 4 6 8 
Lo ya eae oo 5 2 2 
RS cavities 27 20 0 ae 7 eka 
Se 41 31 1 7 2 0 
| eee 22 10 1 3 1 7 
COONS... . 00... 20 3 3 2 4 7 
Washers.......... 9 8 0 0 0 0 
service work to dealers who could Service was once a baby left on the 


prove themselves competent to do it. 
In dealer hands a basis of service 
charges will evolve that will assure 
profits. 

Second fly in the ointment is the gyp 
repair shop, which turns out repair 
and rebuilding work which is sure to 
be unsatisfactory. Let this sort of set- 
up grow, and repaired appliances will 
get a bad name in time, sure as you 
are a foot high. Utility thinking that 
second hand appliance customers are 


entitled to a satisfactory life from 


utility’s doorstep. As saturation ap- 
proaches, smart dealers are going to be 
quick with the adoption papers. It 
holds too much of a promise as a 
creater of future business and profits 
to be allowed to get out of the family. 


SERVICE 


at a profit 





The Service Shop and 








at a 





SETTING UP A REFRIGERATOR 
REPAIR DEPARTMENT 


Trays have to be retinned or replaced, and 
the hardware has to be like new for the 
buyer of rebuilt merchandise. 


HE used 
like J 


until it is 


refrigerator situation, 
has “just growed” 
one of the signal worries of 
any dealer’s operation. Whether it 
will pay him to set up a rebuilding 
department to take care of these ma- 
chines until unrepairable hermetically 
sealed units start coming in is a ques- 


Opsy, 


tion. 
However, action is being forced on 
him by two conditions The eager- 
income families 
and 
by his need for getting money out of 
the trade which cut into his profits. 
Two thought exist in 
the matter of how to deal with used 
refrigerators. 


with which low 


ness 


snap up these second hand boxes; 


schools of 


One advocates a policy 
of fixing them up with a bar of soap 
and a towel, and selling without guar- 
sort. A more 
school of thought be- 
lieves in properly rehabilitating used 
refrigerators until will yield 
worthy service to that lower income 
group which puts up with its 
lete features on account of lower price. 


antee of any second, 


conservative, 
they 
obso- 


Perhaps no service division in the 


SERVICE 


profit 


Don't try to fool with airbrushing without a 
spray booth. It's needed both for results 
and for health. 


country is in a position to give more 
honest or far seeing advice than Com- 
monwealth Edison Company in Chi- 
cago. Backed by years of experience 
in repairing and rebuilding refriger- 
ators, and yet committed to no policy 
at the present, T. C. (Ted) Dick, 
general foreman and J. N. Walton, 
superintendent of the repair depart- 
ment, can see the field from all angles. 

Naturally Commonwealth Edison 
inclines to a belief that the purchaser 
of a used refrigerator should get satis- 
factory life from his box. It feels that 
a refrigerator, if rebuilt at all, should 
be done so that a dealer can sell it 
with a ninety day guarantee or better. 
Consequently, all the comments of 
Ted Dick have been made on the basis 
of doing a job of this sort. 

After a thorough analysis of what 
is being done to rehabilitate trade-ins, 
Mr. Dick told Electrical Merchan- 
dising that this was a general picture 
of the trade-in situation: 

1, Average age of used refrigerator, 

ten years 

2. Cost to rebuild completely, $6 

to $25 

3. Motor cost, about $9 

4. Retinning food shelves, 75¢ to $1 

a box 

5. Repainting cost, about $3.50. 

“T would say that on a box on 
which $20 is allowed on trade-in, it 
will cost around $20 to rebuild. This 






Ae 


This bench of tools 


sort of a setup must sell for from $60 
to $75,” said Mr. Dick. “Mind you, 
[ am talking about a good job of re- 
building on which you can give a 
guarantee of 90 days, and one that 
will operate satisfactorily for several 
years. I am also thinking of a trade- 
in on which nearly everything has 
to be adjusted. There are a lot of 
trades which a small dealer gets more 
frequently than a large firm, which 
are in a very good condition and need 
very little attention. The profit will 
run longer on these deals.” 

Once on the floor Mr. Dick finds 
that these are the most common trou- 
bles with trade-in refrigerators: Here 
they are in the order of the frequency 
of their appearance: 


. Leaks, slow 

. Thermostat trouble 
Expansion valve trouble 
Compressor trouble 

. Motor trouble 

. Paint job. 


Auwkwhd 


For a lot of these old trade-ins it 
is necessary to buy new hardware, and 
it is possible today to get very rapid 
overnight service from most of the 
manufacturers on these old parts. 
There was a time when parts would 


. only be sold to authorized dealers, but 


nearly any dealer making repairs can 
get them now. Some idea of how 
complicated the hardware problem is 
may be realized when it is understood 
that one brand had thirty different 
sets of hardware within one year’s 
time. 

“It is absolutely necessary that the 
trade-in be repainted, and the grids be 
tinned and the hardware polished up,” 
says Mr. Dick. “Women judge used 
boxes by these features more than 
anything else.” 
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is about all that is 
needed for reconditioning a refrigerator. 


Needed by any dealer who is ex- 
pecting to set up a repair division ar 
bench tools, a spray booth and a: 
electric oven. Some times the elec- 
tric oven is dispensed with but Mr 
Dick recommends that under no con- 
sideration should the dealer try 
operate without a spray booth. In th 
first place he will get in trouble wit 
the department of health and insur- 
ance and he won’t be able to d 
nearly so good a job. Another thing 
that any dealer should do is to insist 
that his workmen wear goggles whe! 
handling refrigerants, and there shoul 
be gas masks handy. They may seen 
like trifles but a great deal of troub! 
can be avoided by taking these meas- 
ures of protection. 

Ted Dick had no advice to give 
getting good service men. He thinks 
the schools turn out some good ones 
but a diploma is not any sure sig! 
of efficiency. Likewise he feels that 
the service man who is a glib sales- 
man type of individual very often does 
not succeed. He declares there is n 
such thing as a combination radio and 
refrigeration man. It takes a man s 
much time to learn about refrigera- 
tion or radio and to follow its ramifi- 
cations that he has no chance to keep 
abreast of two entirely different 
products. 

Mr. Dick does not see great possi- 
bilities for large metropolitan stores 
rebuilding their trade-ins at a profit. 
With the larger institutions far 
many of the trade-ins themselves are 
swapped around until what arrives 
the floor is frequently a bit of junk. 
even stripped of its motor. In smaller 
towns where the owner of the store 
can be present and take a hand, tx 
average trade-in is of a much better 
quality. 
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A buffing machine, costing from $25 to $75, is needed for rebuild- 
They produce the shine that makes the woman buy. 


ing cleaners. 


FEW TOOLS NEEDED 


TO REBUILD CLEANERS 


HE fellow who growls about how 

mail order competition is eating 
him alive when it comes to selling 
vacuum cleaners should have a serv- 
ice department, in the opinion of H. R. 
Lipps, service manager of Elec- 
tric Vacuum Cleaner Co., Cleveland 
(Premier). 

“He’s called in when the old ma- 
chine goes wrong,” says Mr. Lipps, 
“and gets the inside track in supply- 
ing the family with a new one. 
Moreover he rushes into the picture 
just when the housewife is hot and 
bothered about her breakdown and in 
a mood to take action at once, without 
shopping.” 

With the saturation of the vacuum 
cleaner market rated at 48.96 per cent, 
it looks as if many of the sales of 
the future were going to be replace- 
ments. Since most people make re- 
placements when their old appliance 
goes wrong, it follows that the service 
man has a pretty bright future for 
selling new cleaners. Moreover in 
view of the demand that exists for 
rebuilt machines in low income groups, 
he is also in the best position to clean 
up on his trade-ins. 

With 60 per cent of the deals today 
including a trade-in it is necessary for 
any progressive dealer to think of 
dressing up and rebuilding the trade- 
ins if he is to make a complete profit 
from his vacuum cleaner operation. 

The most expert thing a dealer can 
do is to know when to junk trade-ins 
cleaners and not waste any time or 
money fixing them up, Mr. Lipps 
thinks. Toss them away when: 


1. They are orphans or off-brands 
hich will always be hard to sell. 
or the prestige of an advertised name 
iollows an item throughout its life. 
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2. When they are badly rusted. 

3. When they are over 13 years old 
which is about as far back as manu- 
facturers carry parts. 

4. When the motor is shot. 

As with other appliances, few trade- 
ins are going to have everything 100 
per cent wrong. Most common diffi- 
culties encountered will be: 


1. Brush worn out, cost to replace, 
about $1.50. Symptom, won’t pick up 
lint. 

2. Cord frayed, cost to replace, 75¢ 
and up. Symptoms of trouble—short 
circuits, machine will not run. 

3. Bag worn, soiled. Cost to re- 
place, around $1. 


4. Motor needs new bearings. 
Symptom—noise. Cost to replace, $1 
for two. 


5. New casters needed, cost to re- 
place, about 25¢. 

6. Machine needs buffing up and 
polishing. This will take from 1} 
to 2 hours. 

Say that from $10 to $12.50 has 
been allowed on the old cleaner as a 
trade, the dealer can expect to spend 
about $4.50 on repair. He can sell 
the cleaner for anywhere from $15 to 
$20, possibly more. Thus he gets out 
all the profit on his original sale, plus 
a profit beside for handling a second- 
hand machine. 

Equipment for repairing vacuum 
cleaners is simple. A buffing machine 
costing from $25 to $75 is about all 
that is needed. Most manufacturers 
can supply parts on an overnight basis 
and the dealer need carry little stock. 

“The one thing I would like to 
emphasize,” declared H. R. Lipps, who 
is service manager for Premier, “is 
that dealers buy parts made for the 
particular machine they are working 





1939 





Trickiest job in cleaner rebuilding is replacing motor bearings. Note 
how workman has parts laid out in order they are taken from motor. 


on. We have 15 belts for Premiers, 
and while they may work interchange- 
ably, they will not give lasting satis- 
faction. You have got to have the 
right part for the right job. It is 
possible to buy vacuum cleaner bags 
for as low as 97¢ but dealers should 
know that most bag material is made 
to order to suit different air pressures 
and it is fuzzed up inside in order to 
catch the dust and let the air escape. 


CARD SYSTEM 


PAY SERVICE 
MEN A SALARY 


tRVIG 


at a profit 


E’D get twice as much new 
business from the service de- 
partment if the men were paid by 
salary,” said one California depart- 
ment store appliance department head. 
This store runs its appliance depart- 
ment on a concession basis, receiving 
free service calls in return for the 
opportunity the service men have of 
handling pay service. “Naturally 
enough the service men prefer to 
service the article rather than refer 
the case to us for a possible new sale,” 
he remarks. Nevertheless the store 
does obtain some excellent leads from 
this source and the fact that they 
know in advance that service will not 
be an expense to them has seemed to 
them reason enough for maintaining 
the present arrangement. 


KEEPS TABS ON STOCK 


*©CN ERVICE is like a sunburn—you 
think it is doing you some good 
but it is a constant irritation.” 

That about sums up the philosophy 
of Walter Blau who for thirty years 
has operated the Blau Electric Com- 
pany in Middletown, Conn. A well- 
rounded business, grossing $100,000 a 
year currently, Blau Electric are in 
the refrigerator, washer, ironer, radio, 
oil burner, air conditioning and small 
appliance business in addition to run- 
ning a contracting department which 
does a major share of the wiring jobs 
in the territory. Seven men, from the 


contracting end of the business are 
available for service work on the 
thousands of appliances Blau Electric 
has sold during the past quarter cen- 
tury. The men are paid $1.35 an hour 
which includes the use of a car and 
customers tickets are priced on that 
basis plus the cost of manufacturer’s 
parts for replacement. 

The service department as_ such, 
Blau feels, is maintained at some con- 
siderable expense to the business but 
it is an expense which he feels is more 
than justified in new business which 


accrues, due to the constant contact 


Red, white and green cards identify all items of the Blau Electric Com- 
pany stock and keep tabs on service records of individual appliances. 
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th the n l 1 the reputa 
mit i vnhnicn 5 ne I 
“Nearly all the impetition we have 
the Middletown territory, Blau ex 
plained, “comes from fellows who have 
ye int business for themselves 
ifter elving st of their training 
1 experiet right here I could 
count a zen competitors who were 
formerly wit Blau Electric Natu 
rally, every t e€ a man leaves and 
roes in busine for himself he takes 
iway a small group of customers who 
have been his particular friends or 
vho offe the business to help 
im get started. But selling the appli- 
nce in the first place is only the be 
inning of your relations with a cus- 
mer and, in these days of a multi 
plicity of lines you have to depend 
n a long cor Service is where 
that long contact bears fruit. You 
have to have the men, the equipment 
ind the money to see that appliances 


mee sold y id. That’s where | 
lave the jump on my competition— 
they may take away a few customers 
here and there but they begin to drift 
back when something goes wrong and 
nce they ire back on the books we 
try to se that they stay there.” 
slau’s method I checking every 
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Two views of the service department 
of the Blau Electric Co., Middletown, 
Conn. 


ppliance that comes into the store 
nd its subsequent sale and 
Two walls of the 
service department are 
little hooks. When a new refrigerator 
or radio comes into the stock a white 
card is hung on the hook which car- 
ries the trade-name, model, price and 
other pertinent information. In other 
words, all the white cards showing on 
stock in the store 
and warehouse which has to be sold. 
When an appliance or radio goes out 
yn demonstration, a red card is hung 
This card 
carries the name and address of the 
demo is in 
progress, the date it went out and a 
date for final checkup by the sales- 
man. A glance at the two walls tells 
nyone in the organization how many 


service 
record is unique. 


covered with 


the wall represent 


up over the white one. 


customer where the 


ippliances or radios are out on demo. 
few, it is a 
that salesmen haven’t been busy going 


lf there are very sign 
are a lot of 
sign that too much of 
the current stock is being tied up in 
prospective customer’s homes. 

Finally, when the appliance is sold, 
1 green card is hung over the white 
and red cards. This carries the name 
of the purchaser, the date sold and a 
date for checkup by the salesman to 
see that the appliance is working 
satisfactorily Here, too, is kept a 
record of the service calls. 


ifter customers. If there 
them it is a 


PAINT SPRAYING PAYS 


T does not cost much more to in- 
stall a paint spraying booth in your 
service shop, says W. Heyman of the 
Pacific Appliance 
Francisco, and it helps you to be able 


Company of San 


to charge an adequate amount for the 
service performed. This firm handles 
servicing of washers, vacuum clean- 
ers, radios and all small appliances as 
an adjunct to its sales department. 
“If the customer’s washing machine 
is returned to her refinished and look- 
ing like new, she feels that a major 
repair job has been done and is willing 
to pay for it,” Heyman, 
actual of the 
yperation may have come in the re- 


says Mr. 


“whereas the expense 


pair of the motor.” 


LUCAS APPLIANCE CO., CHICAGO 
WASHER REBUILDING PLANT 








Lucas has a machine shop whose duty it is to turn out every part unobtainable 


from manufacturers. Everything except gears, says 


Jasper Almerico. 





The painting department is responsible for grinding and buffing. Tony Accardo 


is busy with the airbrush. 
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You can't have a good repair department without a full stock of all parts, 
particularly wringer rolls and belts, says Otto Schuetz, mgr. Note how place 
resembles parts department of an automobile repair shop, with seats for customers. 
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The washing machine service shop at 
Buford’s—where washers, ranges and 
small appliance work is handled. The 
elevator at the rear is a convenience 
connecting the basement trade-in de- 
partment and the upper mezzanine 
storage space with the repair depart- 
ment. Jobs are figured on a time and 
material basis if possible, although 
when it is necessary, estimates, or 
even contracts are made in advance. 
Buford carries a large stock of parts 
and has long been famous for his 
work throughout the San 
Joaquin Valley area. Good men, ade- 
quate equipment, good work and the 
store standing behind the job done 
is what results in success in the serv- 
ice department, he says. 


service 


kt ee eee 





30 YEARS OF 
SALES AND SERVICE 


pent of Fresno, Calif., start- 


ed as a washing machine busi- 


=. 3. = 


—_ 


ness in the San Joaquin Valley thirty 
r more years ago—and even from the 
, first, the service department was one 
f the important features of the store. 
that time the 
panded until it handles all types of 
electrical equipment—with its service 
lepartment always a little in advance 
Mf the 


Since store has ex- 


rest of the store. The valley 


has learned to go to Buford’s for 


refrigerator service in the summer time, 





service and then to buy its equipment 
there, Recently the in- 
stalled one of the most complete re- 
frigerator service departments on the 
coast, with a complete stock of parts 
and a bake oven as well as a spray 
booth. Refrigerators can be entirely 
rebuilt in the shop, the resulting job 
being “factory rebuilt” in every re- 
spect. The store stands behind its serv- 
ice work just as it does behind its 
sales of new equipment. 


too. store 





The open space at the rear of Buford's Fresno store is completely turned over to 


when this work is heavy. But it is so 


arranged that it can be used partly for other service at slack seasons. The spray 
booth is located in this open area. Trucks back up to this space from a rear 


alley and deliver and return equipment without the necessity of much handling. 


Service men are paid 2!/2 per cent on 
an easy sale. If the salesman must put in 


prospects they turn in which result in 
a full time quota of work to bring the 


sales to a close, however, he is permitted to keep the entire commission. 
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Work bench, parts bin and large baking oven in the refrigerator department. The shop 


is divided into departments. The 
quite separate from refrigerator 


washing machine and stove repair work being kept 
service. Mr. Buford recently installed this complete 


equipment for refrigerator repairs and immediately found a wide demand for such serv- 


ice. He feels that the ability of 
standards is a potent argument 


the store to handle repair work up to true factory 
in making sales and it greatly widens the store's 


clientele. People like to trade with a firm they feel are experts on their line. The firm 
advertises with want ads, in the telephone directory, sends out occasional circulars 
and uses its old customers in a follow-up system, but even with this, Mr. Buford feels 
that his long-time reputation in the San Joaquin Valley for handling service work is the 
main source of this business. Note the double work bench with the convenient rack 
for tools down the center. Also that parts are arranged in a definite order on shelves 
and bins, so that work can be handled with the fewest possible steps and motions. The 
compressed air lines are visible at each work space. 


$2,100 TO SERVICE REFRIGERATORS 


_ N adequate service department 

will require about $1500 for 
shop layout and $500 or $600 more for 
special equipment to service electrical 
refrigerators,” N. W. McEach- 
ern of Lynch Bros., one of the dealers 
who serves the peninsula area south 
of San Francisco. “Equipment for 
radio will call for another $200 to 
$300.” Other appliances can be han- 
dled readily in such a shop. He does 
not believe in keeping on hand a large 
supply of parts because it is impos- 
sible to foresee what type of appliance 


Says 


but the dealer 
sources and be able 


will be brought in, 
should know his 
to turn to the proper place for needed 
supplies. A finishing department which 
makes it possible to turn out a pro- 
fessional appearing job pays for itself, 
especially in handling appliances such 
as refrigerators whose appearance is 
a matter of pride to their owners. The 
customer will turn to a shop capable 
of turning out such work every time 
in preference to one which might do 
equally effective mechanical job but 
leave the appliance in a battered state. 
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The Dollars and Cents Side of Service 








E. L. Walters of Monroe, N. Y. has file cards on 8,000 appliance customers and 
a record of the service jobs on each. Service calls are made on a flat $2.50 rate 
and the department rang up $1,700 profit for first five months of ‘39. 


KNOW THE COSTS, AND PRICE 
THE JOB FOR A PROFIT 


HE fact that 
break their 
partment or run it at 
“necessary” expense 


lealers either 
service 


most 


even on de- 
a loss as a 
connected with 
the sale of appliances, is simply be- 
cause they have not segregated their 
service and merchandising depart- 
ments and sufficiently analyzed the 
costs of service alone, in the opinion 
of E. L. Walters, Monroe, N. Y. 
Walters knows just where he stands 
on service. He knows he made money 
—the books show a $1,700 profit from 
the department for the first five months 
of 1939. He knows his 
partment, which consists of two men 
who run it almost as a separate busi- 
, is going to show a profit in any 
given period be 


service de- 


ness 


.. 1 
ause he has analyzed 


his costs per call and has fixed his 
charges accordingly. 
Here are the figures on his first 


five months of 1939: 

There are roughly 8,000 users of 
General Electric appliances in the two 
counties of Rockland and Orange, 
New York. Walters, the local G-E 
dealer, inherited some of them from a 
predecessor and sold the rest of them 
himself. In the first five months of 
this year, he made 1,161 service calls 
on these He charged a 
flat rate of $2.50 per call which cost 
him, on an average, $1.89 to cover. 
His flat rate charge of 


customers. 


$2.50—one of 
the reasons incidentally that he makes 
money—is made regardless of whether 
the customer is situated just around 
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a profit 


at 


the corner or 20 miles away. If the 
service call involves new parts, these 
are charged for separately. 

This five months business involved 
a total service volume of $2,419 in 
parts and $544 in labor. A portion of 
the parts cost is due to replacing 
sealed units in refrigerators. During 
the same period, his free service calls 
amounted to $15.80—calls on 
which Walters felt the company was 
responsible to make good on some 
small item. 

Service 
natural 


only 


and trade-ins involve a 
tie-up. Last year, Walters 
handled some $10,000 worth of trade- 
ins. Of this amount $240 represented 
equipment in such bad state of repair 
they were fit only for the junk-pile. 
With a service department equipped 
to re-build or re-finish trades, Walters 
not only avoided a loss but was able 
to make a profit. 

The total investment in service 
equipment and parts of the E. L. 
Walters organization is about $1,750. 
And of this amount $1,500 is repre- 
sented by parts. The cost of equip- 
ment to service appliances is not high, 
Walters says. When, for instance, 
they decided that a paint-spraying 
booth was necessary, he said, an old 
garage across the street from the store 
was rented for a nominal sum. It was 
made fairly tight with wall-board, a 
paint-sprayer was bought for $25, a 
high-power suction fan for $125, and 
they were ready to go to work. That 
old garage is still being used for 
spraying jobs and is eminently satis- 
factory. 5 

The service department consists of 
two men, the foreman being paid on 
a basis of salary, car allowance and 
bonus on all business over a certain 


pre-determined peg. In other words, 
Walters puts the service department 
on the same business-getting basis as 
the merchandising department. In ad- 
dition, the service department are 
entitled to all sales which accrue as 
the result of replacing an existing 
unit. It is to their advantage, there- 
fore, to look on their jobs not merely 
as trouble-shooters but as salesmen. 
The fact that the average dealer 
loses money on service is as much due 
to the fact that he doesn’t keep ac- 
curate records as his service costs, 
Walters said. On the five-year guar- 
antee on refrigerators, for instance, 





An old garage across the street from the 


Walters’ store houses paint spraying 
booth for old box re-finishing. 


the dealer collects the amount which 
is included in the price to the cus- 
tomer. Walters sets aside a reserve 
for service in which the $5 is auto- 
matically placed. Many dealers collect 
the $5 and toss it into the general 
kitty, trusting service to take care of 
itself when and if the time comes. 
As a new business builder and an 
essential year-round contact with the 
customer, nothing can take the place 
of service, to Walters’ way of think- 
ing. Orange County Electric Com- 
pany, the local utility, service electric 
ranges on their lines free of charge— 
but not General Electric. Walters 
might save some money if he turned 
over to them his electric range serv- 
icing—but he would lose his contact 
with the customer, would not be cer- 
tain that the range he sold was living 
up to every expectation, and would 
miss a chance to be on the job when 
a refrigerator, a washer, an ironer or 
an electric sink sale was in the offing. 
His customers, and all users of G-E 
equipment in the territory, are all 
card-indexed in his offices with a rec- 
ord of the appliances they bought, the 
date, and any service calls or charges 
that were made. In addition, he will 
not sell an appliance unless a sticker 
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is attached to it calling attention to 
the fact that the appliance was bought 
from E. L. Walters and listing the 
telephone numbers of his various 
branch offices in case a service cal] 
is required during the day or night. 

To clinch the matter, Walters sent 
out a letter to every owner and user 
of General Electric in the two counties 
which reads in part: 

“We are receiving an increasing 
number of complaints from users oj 
General Electric home appliances, who 
have experienced exorbitant service 
charges for work performed through 
unauthorized agents. In some cases, 
the services performed have not only 
been ineffective, but also definitely 
detrimental to the appliances in which 
the work was done... .” Enclosed was 
the Walters sticker to affix to the 
appliance and an urgent request to 
call them when service was needed. 


SERVICE MEN'S SALARIES 


HERE a firm must employ 

union electricians for its serv- 
ice work, it is difficult to make a 
profit until the service department i 
large enough to permit the employ- 
ment of a mechanic as well as an 
electrical specialist. Otherwise the 
labor costs for purely mechanical jobs 
must go in at $2.25 an hour or there- 
abouts. For this reason dealers who 
also do contracting either do not 
bother with service work or else are 
apt to advertise this department and 
make a specialty of it. Salaries for 
service men have been found to vary 


from $250 to $75 monthly in neigh- 
boring communities. (The lower fig- 
ure was paid by a chain store.) 


Which makes the cost of servicing a 
little difficult to standardize on a basis 
of the job done. 


CHARGE FULL COSTS 
ON SERVICE 


T is a good idea to charge full labor 
and material costs to every repair 
job, in the opinion of Alfred Werry 
of Palo Alto, Calif. Then adjust- 
ments can be made later if the cost 
seems too high for the customer. 
There are many small appliance jobs 
which take more time than the 
customer would care to pay for. But 
by making the charge and then taking 
off something as an adjustment, the 
customer realizes the favor that has 
actually been done him. A standard 
charge for a given type of repair 
often conceals just such situation and 
the firm gets no credit for its friendly 
action. 
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it is a refrigerator, washer or range, 
says Mr. Wood, you have an estab- 
lished mark-up. Out of that salaries, 


sent 
user 
nties 
A corner of the service department of Poucher, Wood & Wallin, Poughkeepsie, 
sing N. Y. Service volume runs as high as $1,500 a month. 
who 
“vice 
“SERVICE NEEDS A MARK UP 
ASeS, 
only EALERS would soon be out of 
itely business if they ran their mer- 
hich Michandising department on the same 
was fMbasis they run their service depart- 


the Mment, in the opinion of Harvey Wood 
: to Mot Poucher, Wood & Wallin, Pough- 
ded. Mikeepsie, N. Y. 

When you sell an appliance, whether 


upkeep and rent have to come. Why 
shouldn’t the same apply to service 
work? In one case a piece of mer- 
chandise is changing hands, in the 
other, some replacement parts are in- 


+ 


volved and a considerable amount of 
another commodity—labor. And while 
the dealer is not averse to charging 
the customer a decent mark-up on the 
replacement parts supplied, he gen- 
erally charges for the labor at cost. 
And that’s why service departments 
are a headache to the dealer. 

Poucher, Wood & Wallin, veteran 
Kelvinator distributors in the terri- 
tory, who ranked number one in the 
country last year on a quota basis, 
operate on both a wholesale and retail 
Service charges are kept strict- 
ly separate for the two divisions. In 
the month of.May, for instance there 
was a total of $536 in parts sold at a 
cost of $319.68; this was divided into 
$126 for the wholesale end of the busi- 
ness and $193 for the retail on a cost 
basis. Labor charges for the same 
month ran $479 which cost the com- 
pany $395.91 to perform. Every serv- 
ice call is itemized on a slip which 
shows the cost of the materials and 
labor and the charges for materials 
and labor to the customer. A typical 
slip, therefore, might show a total 
cost of $3.19 to the customer while 
the bill the customer received would 
amount to $9 or $10. 

Here again, as in the case of 
Walters of Monroe, N. Y., there is a 
definite minimum charge on all service 


+ 





basis. 


. Advertising for Service Business 








an BSERVICE STICKERS 
obs M REMINDER 


re- 
sho METHOD of advertising which 
not 4S has brought excellent results in 


building up the service department of 


are 

e the H. G. Miller Appliance Company 
for of San Jose, California is the use of 
ry Bsmall “service stickers,” which are 
ts, pasted on all repair jobs that come 
‘g- (| through the shop. These are small 
») \x2-in. labels, printed to give the 
-a fg itm’s name, address and telephone 


number. “When this appliance needs 
service, call Miller’s Home Appliance 
Company” reads the legend, followed 
by the store’s motto, “The Business 
Service Built.” The sticker is pasted 
m the underparts of a washer or 
small appliance, in a visible position, 
but not so conspicuous as to lead the 
customer to remove it for the sake of 
appearance. When something goes 
wrong, however, the customer starts 
to investigate to see if he can locate 
+ the trouble and he comes across the 
; convenient reminder. Whereupon he 
telephones Mr. Miller, who either re- 
pairs the washer, or sells him a new 


one, 


5 Needs 

Call Col. 316 
MILLER’S 

HOME APPLIANCE CO. 


*The Busines Service Built” 
190 South 2nd Street 
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PAINTS SERVICE 
TRUCK BRIGHT RED 


Fis nye red service truck is his 
best advertisement, says Harry 
Bragg of the Ross Radio Company of 
San Mateo, Calif. This car attracts 
attention wherever it goes. It carries 
the firm’s name and telephone number 
prominently displayed. When a house- 
wife sees it passing on the street, or, 
still better, standing in front of her 
neighbor’s house taking care of a 
service call, she cannot help but re- 
member it. And the next time she 
needs help, she calls up the store. 


OBSOLETE PARTS 
ADVERTISE SERVICE 


HE most effective type of ad- 

vertising for a service depart- 
ment is the reputation of carrying a 
complete assortment of obsolete parts. 
Ray Parrott manager of the Morrison 
Electric Company of Portland, Oregon 
makes a specialty of this hobby and 
thereby has taken front rank in the 
servicing field. He is known to carry 
as complete a line as possible of parts 
and accessories to meet every possible 
need, so that other dealers, finding 
themselves unable to handle repairs 
on an awkward piece of equipment 
frequently bring it to Mr. Parrott for 
assistance. Naturally enough, the 
public has learned the same fact and 
gradually have come to accept that the 
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best place to turn when in need of 
repairs is to the store with the myriad 
stock of parts. Mr. Parrott has made 
his store display and his window 
trims tell the same story. 

A neat window arrangement of 
varied sized bowls for I.E.S. lamps 
suggests, for instance, the possibility 
of converting the old lamp to the new 
style. Inside the shop, a counter 
arrangement of accessories and a well 
ordered storage system of 
after the style of a hardware store 
make it possible to identify the desired 
item. Neatly printed cards here and 
there point out the possibility of some 
type the customer might 
have overlooked. Servicing and the 
supplying of parts for servicing has 
come to be an important business in 
itself for Mr. Parrott and he 
merchandises his wares in the same 
effective way other dealers do major 
appliances. The public responds to 
the method. 


drawers 


of service 


BARGAIN PRICES ON PARTS 


NE way to make friends for the 

store is to sell a specific service 
improvement for a bargain price, ac- 
cording to T. J. Buford of Fresno, 
Calif. A few years ago this firm 
bought a lot of wringer rolls and 
sold about 1,500 of them at $1 apiece. 
This brought a lot of people into the 
store and put a lot of new customers 
on the books. 


St AV IGE 


at a profit 






calls—in this case $1.65. Four men 
work out of the department which is 
confined fairly strictly to Kelvinator 
equipment. Calls are made on custom- 
ers who have bought from the com- 
pany if the appliance in question is 
other than Kelvinator but here it is a 
matter of good-will. 

Some idea of the amount of volume 
a service department can do in com- 
parison with the merchandising end 
of the business is contained in the fig- 
ures for two typical months. Mer- 
chandising sales for May of this year, 
for instance, amounted to $16,445 
based on a cost of $12,414. The fol- 
lowing month, June, showed a service 
volume of $1,645 for materials and 
labor at a total cost of $1,241. Rough- 
ly, in the busy season, service volume 
averages about one-tenth the mer- 
chandising volume. 

“There is no doubt about the fact 
that a well-organized service depart- 
ment pays dividends in the long run”, 
said Mr. Wood. 





Nothing equals an ad or listings in the 
“classified” columns of the phone direc- 
tory as a business producer, in the opin- 
ion of dealers. 


SERVICE BIZ FOLLOWS ADS 


\. ye every type of advertising 
for his service department has 
been tried by N. W. McEachern of 
San Mateo, Calif. and he still uses 
direct mail, movie ads and telephone 
directory classified ads at various 
times. But his newspaper advertising 
he does not vary. He tried dropping 
it out of the program once and found 
that service calls dropped immediately, 
recovering when the advertising was 
resumed. Small display ads run twice 
weekly in the local papers is what he 
has found most effective. 
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Service Builds New Appliance Business 
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THE BUSINESS SERVICE BUILT 


Built’ 
Milles 
Appliance Store of 


66 HE Business Service 
is the motto which H. G 


of Miller’s Home 


San Jose, Calif. uses on his advertis- 
ing, bill heads and store cards. And 
the fact is literally true For the store 
started with ] service and 


has built up its 


the contac made in this way. At 


the present time, though the service 


department at all times keeps three 


men busy and sometimes employs 
more, the store employs no sales staff. 
Mr. Miller takes care of that business 
himself ry does not mean that 


appliance sales are not considerable, 


but that no canvassing work is done 


and no special attempt is made to de- 


velop prospects other than those which 
come to the store by reason of its rep- 
utation for giving good rvice on 


appliances sold, or from the 
work of the 


equipment. 


directly 
service store in replace 
ment or 

To encourage such sales, service- 


sales 
which they complete themselves. Serv- 


men are paid a commission on 


ice work is done on a salary plus com- 


mission basis and in practice Mr. 
Miller has found that the additional 
inducement of the sales reward does 


not tempt the men to make a practice 


of selling when such a replacement 
is not definitely to the customer’s best 
interest. In Tact, the men are busy 
enough at their 


} 
ODS, so 


own 
usually they prefer to 

tips over to Mr. Miller himself to 
make the sale 

One 


thing about sales 


developed from the service tips is that 


1 
they always involve a trade-in and 
that sometimes these trade-ins are not 
worth epairing tor resale In tact, 
the reason the customer was advised 
to purchase new equipment in the 
: : : 

first place was because the old washer 
was not worth fixing up. This is an 
aspect of the bu ne w! 1 mignt be 

pposed t iold the possibilities of 
trou but Mr. Miller has turned 
it int in asset al 

W heneve 1 equipment an be 
reconditioned and 1 such shape 
that it rate e guarantee 
Stas “ 

lal it g ) lew equipment, 
it turned t r e d 
pa nent f r Su i \ isher 

P ) 
will rate a $25 trade-in a va and 
be iid iter I $49 50 it a eason- 
1! ‘ 
ible p nt W é n vorth re 

: 
1iring, noweve lV put 
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roughly in working order and sold for 
$5 or $10 “as is’, without guarantee. 
is particularly 
machines properly 

prove to be builders. 

The original sale of the old equip- 
ment is frankly, leaving the 
with no illusions as to the 


Strangely enough, it 
these which, 
handled, sales 
made 
customer 
quality of the merchandise he is buy- 
ng, but with the purchase price so 
that he is getting a 


low, he feels 
| 


what it 


aargain, no matter turns out 
to be. Such a machine, however, 
cannot give full satisfaction, and in 


consequence offers a continual induce- 


ment to the owner to buy something 
better. Mr. Miller sells the equip- 
ment with the proviso that the full 


purchase price will be refunded if the 
owner cares to turn in the old washer 
one later on. He has one 
such machine which has been back in 
his shop four times, each time easing 
the initial steps to the purchase of a 
high quality machine. 
[hat trade-in has more than paid its 


ona new 


new washing 


way, even though it can never be 
resold for the amount originally 
allowed for it. 

So important does Mr. Miller re- 


gard his service department as a sales 
builder that he devotes his advertising 
appropriation to giving publicity to 
this department rather than to new 
equipment. He keeps an ad in the 
classified section of the telephone book 
and also runs an occasional teaser in 
the want ad section of the local paper. 
His service and delivery truck bears 
the firm’s familiar 
Built”. 
frankly he uses this emphasis 


and the 


3usiness 


name 
slogan “The Service 

Quite 
ym service as his major selling argu- 
ment, feeling that people who regard 
tis shop as headquarters to which to 
come when their equipment needs re- 
pairing will also see the advantage of 


buving here and letting hi an 
a © an ietting him give a 


service guarantee. 

Naturally enough, in an agricultural 
listrict such as the Santa Clara Val- 
ley, of which San Jose is the shopping 
center, sales and service must be ren- 
dered all over the valley. Naturally, 
too, the factor of promptness is highly 
mportant. The 


farm home is de- 


pendent upon its electrical equipment 
true in a large 
ifford to when 


refrigerate rr needs re- 


in a way that is not 


‘ity and cannot wait 
the washer or 
In order to handle some of the 

calls effectively, Mr. 
Miller has established a branch office 
soulder Creek which is prepared 
to handle emergency repair work. It 


11SO, 


more 


of course, has become a selling 
center. The well equipped service 
truck handles other outlying calls. 

\ store that emphasizes service, 
says Mr. Miller, can afford to handle 
nly quality equipment. 


that 
nat 


It is the shop 


sells on a price basis and makes 


no promises of keeping equipment in 
condition which sells the poorer class 
ot appliances. So his emphasis is al- 
ways on the better type washers and 
In fact, on the back of 
the store card, used by himself and by 
the men of the service department in 
their contacts with customers is this 
little poem : 

“Don’t try to buy a thing too cheap 
From those with things to sell 
Because the goods you'll have to keep, 
And Time will always tell. 

The price you paid you'll soon forget 
And the goods you get will stay; 
The price you will not long regret— 
The quality you may!” 


refrigerators. 


VETERANS CREATE 
CONFIDENCE 


EEPING the service man 
over a long period of years is 
one way of establishing confidence, 
says Alfred Werry of Palo Alto, Calif. 


Same 


‘worn out and needs replacing, know.- 


























He pays his men well and had hag 
some of them in his employ for fifteen 
years. The public gets to know an 
call for the man who helped them be. 
fore. They trust his judgment and 
take his advice when an appliance j; 


ing that he has not misled them op 
other occasions. The other side of the 
picture is that the men who have been 
profitably employed for so long knoy 
the ways of the store and are loyal in 
seeing opportunities for the shop t 
build up new business. Mr. Werr 
1as found that he can trust his radi 
servicemen, for instance, to handle 
sales as well as service when they 
find a set needs replacement. He 
acknowledges that this can only be 
done where the men keep the cus- 
tomers’ interest honestly in mind. But 
he pays a good wage with no commis- 
sions to the men and he feels that 
they can be trusted to act fairly. The 
customers’ continued satisfaction 
would indicate that the trust is well 
placed. 








Service Helped Build This Business 





Blau's Electric Shop of Middletown, Conn., is a typical well-organized elec- 
trical business doing about $100,000 a year volume. 
important in obtaining and holding customers for 30 years. 
shot of the exterior of the new building now occupied and (below) a view 
of one-half of the spacious showroom. 





























































































































































Service has been 
Above is a 
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HE Briggs & Stratton Farmer “Quiz” Contest has accomplished its 
job. It is estimated that 14,720,000 farm people saw the “Quiz” 
Contest ad in national farm papers during May, June and July. 


As a result of this educational program, the farm men and women 
of America living on the 4,500,000 farms that do not have electricity 


now know... 


that they can enjoy the same conven- 
iences, comforts and economies from 
power washing as do those who have 
electric service. 


that gas washers and electric models 
are alike in feature, construction and 
operation. 


that they both wash the same, and get 
clothes cleaner, fresher, whiter — 
quickly and cheaply — eliminating 
back-breaking hard work. 


that gas-powered washers can be made 
into electric models — quickly, with 
ordinary tools, at little expense — by 
merely changing motors, if a hi-line 
does come eventually. 


The contest has created a compelling 
“buying” interest in gas washers — as 
well as in all other farm home appli- 
ances, tools and equipment, powered by 
Briggs & Stratton 4-cycle gasoline motors 
— all of them big-ticket “profit” items. 


ELECTRICAL MERCHANDISING—AUGUST, 1939 


This tremendous buying interest is now 
swinging into action. Latest sales records 
show a definite big upswing on gas 
washers. 


Still further increases are promised in 
the next few months when farmers have 
additional cash from the sale of crops 
— with farm women stating that power 
washers are at the top of their shopping 
lists. 

To get your share of powered appliance 
business this fall, feature and display 
gas washers, and other gas-powered 
tools and equipment. 


Give them prominent place in your 
store. Demonstrate them. Remember, 
these sales will come quicker and easier 
if the washers and equipment you sell 
are powered by Briggs & Stratton, be- 
cause farm people — millions of them 
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When Selling RANGES.....Zalk 
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HERE is a common conspiracy 

among conceal the 

things they do not want you to 
know. A housewife who is pinching 
pennies to make both ends meet— 
who is ignorant about cooking—who 
is slatternly in her kitchen—is not go- 
ing to give out any soul-searing facts 
that will bounce back to her discredit, 
if she can possibly avoid it. 

So, in the selling of electric ranges 
there is a gap between what manu- 
facturers think people do, and what 
they actually do, in the opinion of 
R. A. Waller, merchandise manager, 
at Murfreesboro, Tenn., for the Ten- 
nessee Electric Power Company. 

“In even such a little thing as the 
way to cook beans,” says Mr. Waller, 
“there is a difference of opinion. Your 
high-powered demonstrator will get up 
on her platform and show how to 


women to 


cook beans a delicious green. The 
audience listens to her, yesses her, 
but goes home and ignores her. For 


most people down in the South like 
beans dark, cooked with hamhocks or 
some other succulent bit of meat.” 

The luscious T-bone steak bedded 
with French fried potatoes—with a 
juicy dripping piece of apple pie on 
the side—is all very well, Mr. Waller 
says, but the average southern family 
will look at it much as they would 
look at an elephant at the circus— 
in rapt admiration of course, but with 
no financial ability to adopt it as a 
daily diet 

How much faster progress would be 
made if salesmen and demonstrators, 
as well as home advisors, actually de- 
voted their energies and attention to 
showing the family how to cook bet- 
ter the things they are actually serv- 
ing on their tables instead of setting 
up imaginary pars. 

A study needs to be made of south- 
ern habits, Mr. Waller says. North- 
ern manufacturers do not realize that 
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Julia Kiene of Westing- 
house was surprised at how 
food was cooked in the 
U. S. Techwood Apart- 
ments in Atlanta, Ga. 


Flossy foods don't ring 
bells in prospects memories, 
R. A. Waller of Murfrees- 


boro, Tenn., says 


boiled dinners are rather popular in 
the South, that very few southern 
families will use their thrift cookers 
until they are taught. Typical south- 
ern families have their big meal at 
night, don’t eat meat every day, and 
are extremely fond of beans, pork 
roast, hamburger, biscuits and sor- 
ghum. A lot of batter cakes and 
eggs are devoured for breakfast in 
Dixie and cornbread, turnip greens 
and fat meat go over 100 per cent. 

One of the first home economists 
to sense the difference between the 
recommended recipes for electric 
ranges and its actual use by southern 
families has been Mrs. Julia Kiene of 
the Westinghouse Electric & Mfg. 
Company. 

Feeling that the U. S. Government- 
built Techwood Apartments in At- 
lanta, Georgia, would give a good 
picture of typical living conditions 
among moderate income families, Mrs. 
Kiene recently made some surprise 
calls on tenants in these apartments. 
Following are some of the families’ 
reactions, which bear out Mr. Waller. 

Mrs. Day never used electricity be- 
fore. Likes it better than gas. Only 
serves “red meats” once a week, Sun- 
days. During the week her family is 
particularly fond of turnip greens 
cooked with plenty of “pot licker” and 
side meats, also beans and collards. 


She cooks all green vegetables three 
hours under low heat and adds at 
least two cups of water to two pounds 
of green vegetables. Always bakes 
squash with her pot roast and has 
either corn bread or biscuits for her 
breakfast and supper. No desserts 
except on Sunday when gelatin is 
served. Oven being used as storage 
space for cold biscuits and fried side 
meat at time of call. 

Mrs. Douglas had always used kero- 
sene, coal or wood range and at first 
didn’t like electricity but now would 
hate to give it up. Has had to learn 
to prepare oven meals and her family 
likes them now better than boiled 
meals, especially backbones, sweet po- 
tatoes, and lye hominy. Uses sausage 
drippings in making waffles and drop 
cakes. When cooking backbones she 
boils them first before roasting so she 
will have plenty of broth for gravy 
for corn bread and biscuits. 

Mrs. Elaine: Husband doesn’t like 
boiled food so they live mostly out 
of tin cans. Is learning to bake bis- 
cuits and corn bread. 

Mrs. McIntosh: Prefers honey in- 
stead of sugar for her cooking. Soaks 
grits overnight and cooks quickly by 
bringing to boil. Left over grits are 
sliced and fried. Has no desserts. 
Family uses honey on biscuits in- 
stead. Makes an Irish potato custard 


The Food Your 
Customers Hat 


Range Selling Too High-Brow in 
Demonstrations, Southerner declares 


occasionally which the family like 

Mrs. Clay: Rice with boiled green 
is the family’s main diet. Also lik 
it cooked with canned tomato sou 
Never makes dessert but buys 15-cent 
cakes or canned fruit. 

Mrs. Bond: Usually boils everything 
she prepares. Fries her side meats 
in a heavy iron skillet. 

Mrs. Miller: Wasn’t interested in 
cooking but likes her electric range 
because it meant she didn’t have to 
watch her food and could visit and 
read. Serves boiled dinners with 
side meat, biscuits and corn bread. 

Mrs. DeForr: Likes electric range 
because she has to go to work and 
leaves two small children behind. No 
matches or flame for her to wort) 
about. Leaves a stew for children to 
warm up. 

Mrs. Walters: Children prefer 
sweet potato pudding to cake. Family 
budget doesn’t permit dessert excep! 
on birthdays, etc. as special treats. 

Mrs. Burnett: Serves black-eye peas 
and hogs jowl for New Years eve din- 
ner. Cooks most of her vegetables 
with fat meat or ham hock. 

Mrs. Smith: Newly married, took 
great pride in watching her food boil, 
felt that real wife never left the 
kitchen. Having always been used to 
wood or coal she couldn’t believe food 
would cook without watching the pot. 
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/SALES GAINS 
| the Industry /E) 


The other potent driving force behind ABC’s phenomenal 
sales gains is the sensational new, entirely different 
Triple-Action Ironer ... Model XF. This hard-to-believe 
ironer with its Patented and Exclusive Automatic shirt- 








ironing action has been hailed by housewives every- 
where as “the Ironer of Tomorrow ... TODAY.” 


Its performance defies comparison, and its ver- 
satility and ease of operation far out-strip even 
their greatest expectations. It has even been 
said that the Triple-Action Ironer obsoletes all 


THE ABC 
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TRIPLE ACTION IRONER 
THE IRONER OF 











ordinary, conventional ironers. 
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This wide selection of precision-built units is your guaran- Just think what you could do with the ABC Line 
o tee that with the ABC Line you can meet the Washer or ... then write, wire or phone TODAY for all the 
oe the Ironer needs of every housewife prospect. Yet ... the facts on the ABC dealer franchise and watch your 
F ABC Line is not so long as to require you to carry a top- Fall Washer-Ironer profits boom. 
a heavy inventory or floor stock. And don’t forget . .. when ALTORFER BROS. COMPANY 
ot you sell ABC Washers and Ironers, you have back of you FACTORY AND MAIN OFFICE PEORIA, ILLINOIS 

one of the oldest, greatest and most respected names in the National Distributors for Canada 

NORTHERN ELECTRIC COMPANY, LTD. 






Home-Laundry Equipment Industry . .. ABC. HEAD OFFICE MONTREAL, QUE. 
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Infra-red photograph of heater 
operating in total darkness. 
Shutters on side toward statue 
adjusted at lower angle (45 de- 
grees below horizontal). 


Infra-red photograph of hester 
operating in total darkness. 
Shutters on side toward statue 
wide open. 


Photographs 


Laken in Darkness 


Lemonstrate Radiant Heat 


N EW in t business of selling 
1 oil burning space heaters are 
most electrical dealer No one knew 
his better t 
lesigner at the Perfection Stove C 


ian John Dahlstrom, chief 


pany. He wished to put over a better 
understanding that there are three 
types of oil heater 

l The I 1 iting type which 
eat like the 

2. The circulating heater which 
takes advantag: f the natural ten 
dency of heated air to rise. 


3. The forced air heater which em- 
ploys a fan to force heated air about. 
Mr. Dahlstrom’s job was to get over 
the idea of what radiant heat was to 
the public. Although the best example 
f radiant heat is the sun, which is 
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rgy and not motion, nevertheless 

seemed difficult for the public to 
understand. While heat may be said 
to travel in the same sense that the sun 
rays or sound rays of a radio travel, 
nevertheless the rays do not create a 
movement of air, there is no draft, no 
hot blast of air blowing from the sun 
to the earth. In the sense that warm 
air rises and cold air falls, because 
heated air is lighter than cold air, 
there is motion. 

With the new infra red kodak plate, 
which is sensitive to heat as well as 
light, John Dahlstrom worked out his 
demonstration. This had to be done 
at night, in total darkness, so that 
light rays would not affect the plate. 
Placing a statute beside a space heater 
(Perfection) in a room with all win- 


dows heavily curtained to keep out 
street lights and passing automobile 
lights, he adjusted the heater shutters 
straight out until the heat struck the 
upper part of the statue. For seven 
hours the camera shutter was kept 
open in this darkness. 

The following night he adjusted the 
heater shutters at an angle of about 45 
degrees until the heat struck the bot- 
tom portion of the statue. Another 
seven hour exposure in total darkness 
and the pictures were done. 


Another Method 


By two simple photographs he 
demonstrated that heat can be deflected 
like light and caused to radiate in 
prescribed directions. 

Another man who has had the job 


of demonstrating how things operate 
that are invisible is Arthur W. Boyer 
of the Coleman Lamp & Stove Com- 
pany. Arthur has told his best story 
by taking a milk bottle and filling it 
half full of water. On the top he 
pours half an inch of heavy crude oil. 
The water represents the cold air, the 
oil represents the warm air. The warm 
air, he says, under ordinary heating 
conditions, floats to the ceiling and 
stays there, just as the oil floats to 
the top of the water. 

“Take a paddle and stir,” he says, 
“and you get a mixture of the two 
elements. This shows what happens 
when you have the full and complete 
circulation of warm air in your room. 
This action takes place from three to 
four times an hour.” 


AUGUST, 1939—ELECTRICAL MERCHANDISING 





ELEC 











WHO ARE THE 1000 BEST 
APPLIANCE SALESMEN? 


GENERAL ELECTRIC Home Laundry 
Equipment Wants to Know 


Every retail salesman selling G-E Washers and Ironers has an opportun- 
ity to win for himself an outstanding place in the industry. Think what 
it would mean to YOU to be on the “Committee of 1000”—rated as one 
of the finest retail salesmen in the United States! Get the facts—right 
now! You've never had a greater opportunity! 


—_ . 
; THE BIGGEST PROMOTION FOR 


RETAIL SALES IN THE 
eye HISTORY OF GENERAL ELECTRIC 
CAMPAIGN! HOME LAUNDRY EQUIPMENT 

























The GREAT WHITE LINE has the selling fea- 
tures and reputation that make your job easy. The 
One-Control Wringer—The G-E Activator—Ex- 
ternal Adjustments—Lifetime Lubrication—fea- 
tures like these make selling G-E Washers a cinch! 
THE INDUSTRY’S GREATEST NATIONAL 
ADVERTISING CAMPAIGN will feature Model 


Call Your G-E Distributor 


AW-312 Washer and the Flatplate Ironer in full 
color advertisements in these leading magazines 
—reaching 25,850,000 homes. Starts in September 
—runs through to December. 








Gott Electric Company, thioilen: 


ry — 


+ . Bridgeport, Conn. 
or Mail This Coupon Now I wane my salesmen to join the “Committee of 1000." 
Ltn! pln 5 seapelmae do not employ more than 
two, retail salesmen. 


GENERAL @ ELECTRIC 


WASHERS-IRONERS 
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Please send 
Fall Sales Program for G-E Home 
Dealer's Name. 





Street 


me immediately all the details of the Giant 
Laundry Equipment. 





City State 





ed 
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W. NEAL GALLAGHER 


President, Automatic Washer Co., New- 
ton, la., and president, American Washer 
and lroner 


Manufacturers’ Association, 


announces window contest. 


ELOISE DAVISON 


Director of the New York Herald-Tri- 

bune Institute and an authority on home 

economics will be a judge of dealer and 
salesman entries in contest 


ADA BESSIE SWANN 


Director of the Home Service Center of 

Woman's Home Companion magazine, 

is another one of the judges in the 
Washer-lroner Week display contest 


KATHERINE FISHER 


Director of the Good Housekeeping /n- 

titute of Good Housekeeping magazine, 

is third of the distinguished judges in 
the Week's display contest 





October 14-21 Set for Second 


National Washer- Lroner Weel 


Cash Prizes To Be Awarded Dealers For Best Window Displays 


ONTESTS planned to give 
dealers every where an equal 
chance at winning cash prizes 


will be the highlight of this year’s 
bservance of National Washer-Ironer 
Week, Oct. 14-21, to be sponsored by 
the American Washer and 
Manufacturers’ Association. 
Competition will be in three divi- 
sions and dealer cash prizes, ranging 
from $200 to $25 in each contest, will 


Ironer 


be awarded for the display windows 
best typifying the advantages of 
household washer and ironer use. A 
cash award also will be made to the 
factory or distributor salesman first 
filing the entry of each 
contestant. 


successful 


“Our first countrywide promotion 
event, staged last Fall, produced the 
greatest single week’s retail sales in 
the industry’s history,” said J. R. 


Bohnen, of Chicago, executive secre- 
tary-treasurer of the Association. 

“With the industry generally report- 
ing 30 per cent increase in this year’s 
shipments over 1938 figures, we ex- 
pect the October event to show even 
greater proportionate gains.” 

All entries must be reported on 
blanks obtainable from home launder- 
ing equipment manufacturers and dis- 
tributors and filed with Secretary 














Dealer and Salesmen Prizes in Washer Week Display Contest 
CLASS A CLASS B CLASS C 
Utilities Appliance Furniture "Nominating" 
And Dept. Shops and Stores and Salesman In 
Stores Hdwe. Stores All Others Each Case 
Ist . $200 $200 $200 $100 
2nd 100 100 100 50 
3rd 50 50 50 25 
4th . 25 25 25 10 
5th . 25 25 25 10 
6th . 25 25 25 10 
7th . 25 25 25 10 
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- Katharine 


Bohnen after having been correctly 
filled in. Each window must include 
contest display material supplied by 
the Association through. its members. 
All photographs must be at Associa- 
tion headquarters by October 31. 

Judging of the entries will be by 
a committee of leaders in the home 
economics publishing world, Eloise 
Davison, director of the New York 
Herald- Tribune Home Institute; 
Fisher, director of the 
Good Housekeeping Institute of Good 
Housekeeping, and Ada _ Bessie 
Swann, director of the Home Service 
Center of Woman’s Home Companion. 

John M. Wicht, sales manager of 
General Electric’s home laundry equip- 
ment division, is chairman of a spe- 
cial committee appointed to arrange 
utilities’ cooperation with the industry. 

L. E. Moffatt, editor of Electrical 
Merchandising, is chairman of a spe- 
cial committee for coordinating the 
cooperation of electrical leagues in ob- 
servance of The Week. 

W. Neal Gallagher, head of the 
Automatic Washer Company, Newton, 
Iowa, and president of the Associa- 
tion, announced that the industry will 
hold a special roundup meeting in 
Chicago in September, when promo- 
tion of the event moves into its final 
stages. 

Every indication points to a record 
breaking activity. 
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FIND myself sighing on the old 
Scioto River at five a.m. in Colum- 
bus, Ohio, after a ceaseless quest 

for an answer to this riddle of a just 

compensation plan, and after six weeks 
of travelling nine states, interviewing 

76 appliance merchants, 14 utility ex- 

ecutives and 119 of you boys (or more 

properly stated, we appliance sales- 
men), the end is not yet. Thus, the 
sigh on the Scioto! I have been 
searching for the definable only to find 

it unfindable, so far. But at last I 

have the clue. 

It would be as interesting to you, as 
it has been to me to recite the glamor- 
ous details of the practises of the boys 
I have met. Never such loyalty, deter- 
mination, performance, against odds. 
You know that we of Electrical Mer- 
chandising have been attempting to 
cajole, irritate, encourage, or excite 
a rational compensation plan; some- 
thing that would tailor itself to fit 
with little alteration the needs of all 
sections of this land of ours. Like go- 
ing through a haystack to find a 
needle, I have uncovered innumerable 
valuable things, but not what I have 
been hunting for not yet! But 
I’m pretty sure that I have at least an 
approach to the solution. And nothing 
is so important to the forward march 
of appliance merchandising. And no 
one as deserving as you sales educators. 

Our editors keep drumming cor- 
rectly on the need for a specific solu- 
tion for the problem of compensating 
properly the retail appliance salesman. 
But, like the good girl of the song, it 
is hard to find. And there are many 
dissuasions in the quest that would 
make any preacher lay his good book 
down. If you boys really want a drama 
as humorous, tragic, filled with story 
and plot as any opera or novel, take 
yourself a six weeks cruise on the 
good sea of appliance selling, and in- 
terview everyone of the business that 
you meet. You'll find a tremendous lot 
of things that will help you sell better, 
but you'll find it difficult to place a 
definite Q.E.D. to this problem of ade- 
quate compensation. 


Encouraging Examples 


An aside example of the many en- 
couraging specifics you will run across 
(and I do mean that there are many 
evidences that appliance selling is en- 
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couraging): In Youngstown, Ohio, 
there is that up to the minute retailing 
organization of Stambaugh-Thompson, 
one of the leading hardware merchan- 
disers of the United States. 

Through three generations of own- 
ership since its 1846 organization, it 
has arrived at its present retailing 
youth with an organization of 150 peo- 
ple, 40,000 items in its inventory, a 
president whose 67 years rest lightly 
on his “give "em an opportunity” ac- 
tivities, and his son, keenly alert mer- 
chandiser, Cornell (about 1923, and 
one college man who has gone right), 
with the tool of a number of open- 
displayed stores and a top-flight or- 
ganization of earnest salespeople, most 
of whom have been there for a number 
of years. Personnel turnover is prac- 
tically unknown because of a good 
compensation plan, and the realization 
among them of the joy of selling for 
so fine a firm for so long. 

Etched deeply in the regard of the 
entire organization is that member of 
it, Ed Beynon, oldest of all and still 
tops in sales, with the company 55 
years, capable through his sincerity 
and energy at 76 years of age to still 
top the selling end of the operation, 
seldom, if ever, having to quote a 
price. It is a joy to read the record of 
his achievements. And, of course, com- 
pensation has never been a concern to 
him. He has continuously performed, 
believing in the good he was doing, in 
the products and firm he represented, 
believing so much in himself and as 
an artist skilled in sincere word paint- 
ing to deliver the honest impression of 
what he was selling, that just rewards 
have naturally come to him—as day 
follows night. 

So, in my travels these past six 
weeks I have found many who are 
learning, yearning, earning, because 
they are still turning out sales rather 
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than squirming negatively at the bad 
breaks of times, conditions, politics, 
lowered buyer interest, deflated pur- 
chasing power. And the older they are, 
like Ed Beynon, the surer they are 
that these times are as fruitful for 
sales making as any times behind, if 
current errors in merchandising are 
ignored and they continue their course 
of “seeing lots of people and asking all 
persuasively to buy.” To such as these, 
foot-balling of prices, the smoky sales 
exhaust of some panicked sales man- 
ager, pressure bulletins from the manu- 
facturer, the heart-rending appeals of 
the merchant, register little. They have 
a job they love to do and, in doing it 
are properly rewarded. 


Are Appliance Salesmen Doing 
Their Best? 


Point I am attempting to make is 
that there is every reason for we boys 
in the retailing end to belly-ache, but 
we dare rumble that way only when 
we are doing our best to sell. Are you? 
How many people did you ask to buy, 
today? What newness have you placed 
into your selling story this week? If 
you were a prospect, needing what you 
are selling, would you be inclined to 
respond to such a sales argument as 
you present? Well, that is one factor 
of the solution to the compensation 
plan! 

Yesterday, I talked with a skin- 
flint, trying to get by rather than to 
encourage folks to buy. Complaining, 
criticizing, infected with a contagious 
mental depression that was quite en- 
tirely his own fault, he constituted a 
bad apple in the good barrel of the fine 
sales boys around him. Within fifteen 
minutes, merely by asking the first 
persons we met, it was demonstrated 
to him that prospects abound, for we 
found two. If he would use the same 









effort getting in there and pitching, 
rather than throwing around critical 
and foul words, he would at least have 
contributed his part to a solution of 


the compensation problem. So the 
problem. is many sided, and part of 
the solution rests squarely on our 
shoulders as appliance salesmen who 
cannot expect loyalty and reward un- 
less we are willing and enthused to 
dish it out ourselves. 

Now, diving into the record of in- 
terviews I have had during the past 
six weeks with 67 appliance salesmen 
in which they came clean with me to 
declare the minimum they thought fair 
to everyone concerned, it is indicated 
that a salary of $20 per week and a 
bonus of 5 per cent would be satisfac- 
tory to 90 per cent of them. In these 
interviews, I found a splendid willing- 
ness to cooperate. You realize that 
merchant and manufacturer have diffi- 
culties, but are asking whether they 
have the same concern about you. I 
shall go on record as saying, country- 
wide, neither of the other distributive 
factors will have trouble with us, but 
it appears that we have for too long 
found a lack of sympathy by them for 
our livelihood. That must be corrected, 
and the nearest instant approach is to 
pitch the ball back to them with the 
signal of the minimum salary guaran- 
tee and bonus defined. 


Everybody's Problem 


All distributive factors must realize 
their responsibility to the solution of 
this vital compensation problem. Man- 
ufacturer and merchant are expected 
by us to be capable of figuring the 
manner that will make that minimum 
economically feasible, and we in turn, 
must realize that our personal happi- 
ness and that of the families we sup- 
port depends upon our enthused selling 
activities, given a base of minimum 
security in a guaranteed salary, ‘based 
upon our continued and enlivened mo- 
tives to improve in our profession of 
persuading people to richer home life. 
Naturally, a minimum of $20 per week 
is not an unjust request because it is 
merely assuring us of a W.P.A. exist- 
ence, and the bountiful rewards there- 
after is up to us. If the industry cannot 
figure a way to reward us, then, if 
worse comes to worse, we can go on 
W.P.A. and let them howl about the 

(Please turn to page 30) 
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EXCEPTIONAL VALUES 


to tie in with : 
MKB Exposition Campaign 


Give your range sales a swing upward by featuring 
Hotpoint’s big value Campaign Model Ranges during 
the Modern Kitchen Bureau’s Exposition Program. 
During the months of September and October the 
MKB will sponsor a nation wide Electric 
Range “Exposition.” It is your chance to 
high-spot a real sales activity. The MKB 
Campaign material is now available. 
Hotpoint’s big value Range Models are 
now ready. e Get set to make this the 
biggest range selling autumn you ever 
enjoyed. See your Hotpoint distributor 
or district representative. 












THE EXPOSITION BIG VALUE MODEL 
Compact (36” wide), full capacity. Oversize 
Directional Heat Oven, fully automatic with 
two units. One 5-Speed Select-A-Heat Calrod 
and two Hi-Speed Calrod Units. 6 Quart 
Thrift Cooker, sturdy work Lamp, Condiment 
Set and Time Chime. 











WOTPOINT OFFERS 
MEASURED HEAT 


Simplifies cooking. Ends quess- 
work. Eliminates fuel waste. 
1. Measured Heat — Only 
with electricity as a fuel can heat 
be measured so dependably. 
Hotpoint Select-a-Heat switches 
measure the heat for you. 

2. Measured Ingredients — 
Good cooks know that ingre- 
dients should be measured for 
uniform results. Now Hotpoint 
Measured Heat adds another 
factor of dependability. 


3. Measured Time — Electric cookery safely employs the timer clock 
which turns oven on and off. Now Measured Heat... measured ingredients 
---measured time ...simplify cooking, end guesswork, eliminate fuel waste. 


LET CALROD GUARD YOUR REPUTATION 


Only Calrod sheaths are made of inconel, the most durable 
metal known to science for this purpose. Only Calrod is her- 
metically sealed with fused glass leads which prevent “breath- 
ing”’ (expanding and contracting of the unit). Calrod operates 
at full rated wattage for life. Out of 314 million glass-sealed 
inconel metal Calrod coils in use, less than 1/20 of 1% have 
failed because of defect. Let Hotpoint Calrod help your sales 
— guard your reputation — keep customers happy. 
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Speed up your fall sales with Hotpoint’s “Cash-in” 
Sales Plan. It’s designed to help you reap the benefit 
of the MKB Range Exposition and send your profits 
skyward. It includes a brilliant new plan for selling; new 
newspaper advertisements; window and floor displays 
and a striking new poster. Include this dynamic sales 
program in your plans for fall. It’s all set ready to start 
working for you. Ask your distributor or Hotpoint 
district representative to show you the Plan Book. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 


NEW HOTPOINT 


MEASURING SPOON 


Keynote of di 
Measured Heat Promotion— 


Cash in on the Range Ex- 
position Campaign. The 
MKB fall program is built 
to make money for you by 
capitalizing on the public- 
ity and popularity of the 
two Fairs. 


Speed up your fall sales. 
Get Hotpoint’s “CASH IN” 
Plan Book. It tells how you 
can conduct a sales pro- 
gram that is designed to 
“cash in’ on the MKB Ex- 
position Campaign. 


Feature Hotpoint’s sen- 
sational Exposition and 
World’s Fair models espe- 
cially designed for this cam- 
paign. Advance 1940 styling 
increases their salability — 
helps you close orders now. 


Use Hotpoint’s measuring 
spoon promotion to get 
store traffic. Keep a con- 
stant reminder in the pros- 
pect’s kitchen. It works 
for you at the right time — 
while the prospect cooks. 


ALL NEW SALES 


New literature — colorful 
sales pieces that help win 
prospects — plenty of space 
for your local sales message ~ 
—window and floor displays 2: 
that dramatize the product |Rfi9< vat | 
and arrest attention. New (\f sun 
newspaper advertisements | os Rte 
and a striking new poster. 
See your distributor or 

Hotpoint district repre- 


@ Build traffic in your store by taking advantage of 
Hotpoint’s new measuring spoon promotion. It is an 
interest-getter that enables F ase? salesmen to go right 
into Hotpoint’s Measured Heat Story. 

Measures from 44 teaspoon to a tablespoon and when 
containing ingredients, can be laid on a table without 
spilling. It does a double job for you. 1. Gets prospects 
to listen to your range story. 2. Reminds women that 
Hotpoint offers Measured Heat. 
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*900 IN CASH PRIZES | 


WINDOW DISPLAY CONTEST DURING 


WESTCLOX WEEK 


OCTOBER 7-14TH 





This special full-color display free with order for 6 Westclox 
electrics. Simply order 6 or more Westclox electric clocks 


FREE! 
» from your wholesaler, assorted, and this display will be 


shipped you prepaid direct from Westclox the last week in September. 
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Tie-in with this 
profitable promotion 





for best window displays 
during Westclox Week 


Electrical Stores—Jewelry Stores 
— Independent rug Stores, 
Hardware Stores, Chain and 
Dept. Stores—5 divisions, with 
9 prizesineach. Every Westclox # 
dealeriseligible.Useyourown # | 
display material or ours. To &% 
enter, simply send a photograph 
of your window display taken 
during Westclox Week to West- 
clox, LaSalle, Ill., before mid- 
night, October 21st. 


45 CASH PRIZES 
Five Groups 
9 Prizes Each Group 
Ist Prize . . . . $40.00 


OW —get set for the hottest promo- 
tion in the clock industry— Westclox 
Week! It's perfectly timed . .. comes in the 
peak clock-selling season, when vacations 





are over, schools open, mornings are 
darker, and millions buy new clocks! 
It’s easy to get your share of this big fall 
clock business. Just order 6 or more 
Westclox electrics from your wholesaler 
and specify the special display. Put in your 
Westclox Week window, and leave it in 
during the week of October 7-14. Then 
take a picture of your window, mail it to 





Westciox and you're automatically entered 





in the Window Display Contest with its 45 2nd Prize. . . . 20.00 
cash prizes. Read rules at right. Westclox, 3rd Prize . 10.00 
LaSalle-Peru, Illinois. Division of General Six others. . 


5.00 


Time Instruments Corporation. 





frond 


llousekeepin, 





Makers of Big Ben and his family of spring-wound clocks, electric 
clocks, wrist and pocket watches ...priced from $1.25 to $6.95 
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More Angles Than One 
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taxes essential to pay us for that in- 
ability on their part. 

Contrariwise, however, I believe any 
appliance merchant or manufacturer 
will get more kick out of such arrange- 
ment and superintendence of compen- 
sation than to place it in the hands of 
government. A great value is lost, 
otherwise. The merchant and manufac- 
turer lose the compensation of personal 
contact with those they are benefiting. 
The salesman loses the inspiration of 
personalities and the abstraction of 
government grows more awesome. The 
wise thing to do is for all parties to 
look at this problem from all angles, 
fairly, and each make those adjust- 
ments essential to its correction. 

There are, boys, difficulties which 
manufacturers and merchants face; 
many of which have been brought on 
by themselves and others of which 
have been induced by public insistence. 
Peculiar, though, that everyone as a 
consumer wants to gain most for the 
least, while as a gainfully employed 
person, seems now to want to give 
least for the most. The two opposites 
do not add up. We must look at this 
matter from the angle that the con- 
sumer and the laborer are identically 
the same. He cannot forever expect to 
pay the least and work the least while 
expecting the most in the pay en- 
velope. 

In bald-face emphasis, my conten- 
tion is that the public has been getting 
too much for its money in appliances, 
and that we salesmen, because of this 
continuing trend, have had to pay 
through the nose. And in the adjust- 
ment, somehow, that movement of 
price promotion and frantic chiseling, 
markdowns, lowered margins that rob 
a just livelihood from our pockets must 
be stopped. 

Well, how? Helluva big question 
I am poised on there, but I’ll dash into 
it for a paragraph when it is worthy 
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of a book. Answer, to me, is that we 
have neglected in our body politic + 
recognize that it takes two men to sel} 
what one man produces, so if they are 
not rewarded, the latter will not be 
able to produce. From the standpoin 
of the public, therefore, it should be 
willing to stand this three-to-one 
markup in goods that will benefit al] 
recognizing the salesman and mer- 
chants as educators to the better life 
Agreeing that reward for selling effor; 
is as essential as for the physical labor 
involved in producing the product 
the public (for two-thirds of it is dis- 
tributively involved) would not at- 
tempt to chisel prices and would 
develop a psychology of judging 
willingness to pay in relation to value 
gained. Then appliance prices would 
readjust themselves to contain the 
spread required for proper profits al 
around. 


Sales Compensation is Pro- 


ductive Cost 


One thing in our economy that is 
overlooked in appliance marketing, is 
that such products are not, generally 
speaking, demand items such as soap 
and cigarettes. They are products 
“which have to be sold” and require 
the persuasive and educational power 
of we boys to induce the belief on the 
part of buyers that such should be 
owned for the first time, or replaced 
by the more efficient. That is distinct 
selling effort, where, with demand 
items which the public habitually buys, 
the human action is largely selling. 
Who, for example, ever saw a sales- 
man going about selling people on the 
idea of smoking cigarettes? An habit- 
ual, small, voluntary purchasing action 
involves none of the professional sell- 
ing effort, and naturally, needs less 
markup for sales award. But appli- 
as automobiles and furniture 
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aad other things, are different. . e 
Funny fellows like Chase can run 
sound saying that the bare physical a Or 


cost of tooth paste is all out of line 
mee Mit) its selling price. That is true. 


But there is in the education of 
hat wef America to better home life through 
litie «. newer, more efficient, economical and 
to cay Mforideful appliances, something more | 


e) pee than the physical cost of the materials. 


not There is educational effort to be com- : 

dpoin, fy pensated, or else, by God, America ALES 68% higher this season than last! this 1939 line offers record values—and 
ald he fy wouldn’t have the standard of living A far greater increase than th f : ‘ . 

toon Mit has, and the wheels of industry nthe rest of includes the most important refrigerator 
fit al] jg wouldn't travel as fast to meet the pay- the industry showed for the same period! development in years ... the sensational 
mer. jg toll for any type of labor, and there : ; . 

‘Ti, fy wouldn't be an interest even in buying \ That's the pace this 1939 Stewart-Warner new Stewart-Warner Dual-Temp with 3 
effor: jm the common things like tooth paste. line has set and still is maintaining. Because unequalled new safeguards for foods! 


labor 


duct, # Prices Should Cover Full 
dis. Value 


; at | sie 

yould Net of the thing, at the moment | F 

ging (next month I hope to give you ex- |” 

‘alue J amples of how it has been successfully 

ould J applied) is that we appliance salesmen | 
the HH need $20 per week and bonus of 5 per | 
al ‘ent. We'll haggle about the over-ride, 


but we want minimum security for we 
ilready have it in W.P.A. And we'll 
rO- lo our part in improving our selling 
style, our integrity of purpose, our 
lovalty and regard for product and 
merchant to the point where we will 
Buy pledge to see more people and tell a 
lly more effective selling story. We recog- 
ap nize that this will mean that upping of 
cts prices necessary to those margins suf- 
ire ficient to guarantee the minimum we 
er want. 
he We know that any legitimate appli- 
be ance is able to deliver an use-value 
beyond any price level at present de- 
ct manded. We believe the public is get- 
id ting far more for its money than essen- 
“ tial values justify. The adjustment 
> necessary to perpetuate our earnest en- 
e deavors to educate to a better stand- 
© ard of living must, therefore, come 
through a better balancing of value 
:; and price; cutting out this insane price 
promotion and competitive chiseling | 
which, after all, is the desire to gain | 
more than the other competitor at our | 
expense. 
Selfishness brought on all this de- 
pricing business, but we appliance 
salesmen have paid for it. Without our 
earnest selling effort, markets would be | 
less voluminous, and without that mass | 
productive benefit, prices would be 
higher. We are tired of having con- 
sumer advertising and promotional 
materials take their great credits for 
something which we have done with 
the sweat of our minds without credit, | 
without proper reward, and with the 
tendency among all business factors 
that in any jam, it can be taken out 
m us. 
Twenty dollars per week and five 
per cent! That’s our feeling. Let man- 



































The Stewart-Warner Challenger 


wt c al; | 
ifacturers and merchants realize that Model 559— . a 
we run their business. That braintime h 
, : another record value, has super-powered 
is as worthy as brawntime for salaried | hermetic unit and many big value fea- 
satiate. ’ - % | tures at sensational low price. Ask your } 
urity. We have built the fortunes Stewart-Warner distributor. 


for others. Now we expect that others 


will fortunately think of us. And we | | 
will cooperate in any upward pricing | 
that will provide the margins essen- = es 


tial, with the firm conviction that the 
SAV-A-STEP REFRIGERATORS AND RANGES e MAGIC KEYBOARD RADIOS 


public will always gain a greater value 

than it pays for in the utility and 

pleasure and convenience of the appli- | CHICAGO, ILLINOIS 
ances we sell. 
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.-. Back when Dewey was steaming about Manila 


G-E WILL DO WHAT 
ONLY G-E CAN DO! 


Starting in September, General Electric will release 
a powerful magazine advertising campaign, which is 
sure to stimulate the sale of electrical appliances and 
increase the use of electric current. 


This new G-E campaign should not be considered 
merely as another Fall and Christmas promotion. It 
is something bigger than that! And much more im- 
portant! It’s the start of a long and continuous drive 
to make the electrical way of living more attractive 
and easier-to-have. 


Advertising that tells Your Story! 


This new advertising shows how electricity eliminates 

drudgery and fatigue—a contributing cause to premature 

“oldage.” It explains how easy it isto own and enjoy modern 

electrical appliances. It plays up the fact that electricity is 

cheap—the more you use, the less it costs per unit. It talks 

about the efficiency of all General Electric appliances. How 

they pay for themselves many times over in time, energy, 

comfort and convenience. And how through economies, 

they help to pay for additional appliances. It tells the G-E 

“Full-Line” story. And—in addition—it features specific 

merchandise—something of unusual value—to get the pro- _— 
spective customer started. a. 


ENERAL GB} 
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NEW THEME SONG! 


hat is it every woman wants? To stay young and beautiful 
j glamorous all her life! 


nd what could be more helpful in assisting her to 
yin the appearance of youth than a house staff of elec- 
al servants! 


to that’s the theme selected for General Electric’s new 
ertising—‘‘It’s Easy To Stay Young When Electricity 
¢s The Work!” 


his appeal is human—basic and fundamental. It’s an 
peal that every woman understands... and one that you 
) capitalize on at once. 


G-E ‘Full-Line’’ Cempaign— More than 
45 million colorful, challenging sales 
messages will be distributed within 
the next few months. 

” 
G-E Refrigerator ‘Blue Chip” Drive. 
Special! plan for summertime buyers. 


s 
G-E Washer—ironer Drive. Join the 
Committee of 1,000 for extra profits. 


. 
G-E Vacuum Cleaner Promotion. Deal- 
er Training Course emphasizing use 
of Magic monstrators. 


. 
G-E Clock Promotion—Brand new line. 
Smartly styled—competitively priced. 
“Treasure Island” showings. 


e 
G-E Heating Devices. Special Six Star 
promotion program. 


7 
G-E Radic Advertising. Special cam- 
paign in color—tying in with the 
new “Easy To Stay Young” magazine 
advertising. 

s 
Consult your distributor regarding 
activities on these and other General 
Electric “Full-Line” products. 


40 YEARS LATER... 
MRS. WRINKLE and MRS. TWINKLE 


Both werelovely, curly-haired babiesin 1899. 

But—look at them today! Mrs. Twinkle is 

forty years young—Mrs. Wrinkle is forty 

years old. Poor Mrs. W. is work-weary, 

tired and worn. Unfortunately—no one ever 

sold her on how easy it is to live electrically. 
. 7. o 


Note—You owe it to yourself to learn all 
about General Electric's Fall and Christmas 
promotions. Talk with your jobber, or write 
us direct. General Electric Co., Room 1111, 
570 Lexington Avenue, New York City. 


LECTRIC 
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"G. E. is selling the difference between youth and premature old age," said 
J. W. Mclver of Maxon, “which is the greatest appeal to women there is.” 





No hot dog or hamburger campaign,” said S. M. Sanger, refrigeration section, 
GE, “but a drive to sell women on youth preservers.” 


The economic situation points to success for such an effort, was the opinion of 
J. E. Strecker, mgr. appliance division, G. E., Chicago. 
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G. E. Shoots at 


The Beauty Market 


AST year $2,000,000,000 were 
spent by American women for 
cosmetics and beauty treatments; only 
$782,000,000 went for electric appli- 
ances. 

Gazing at this picture and the fact 
that families today were putting cut 
only $34.47 for appliances as compared 
to $59.98 in 1929, the General Electric 
Company brass hats arrived at this 
conclusion: The back saving a washer 
gives, the freedom from hanging over 
a hot stove an electric range permits, 
the 1001 physical savings that appli- 
ances bring on the wear and tear of 
housekeeping, more than equal the 
patting of a masseuse, the astringency 
of facial clay. 

So General Electric Company is 
driving at the most reachable spot in 
womankind in its fall and winter ad- 
vertising: Herself, her youth and her 
beauty. Jumping over the description 
of wheels that go around, G. E. is sell- 
ing the difference between youth and a 
premature old age. Headlines are 
jumping out at the public with these 
thoughts: 


“Tt’s easy to stay young electrically” 

“There ought to be a law to keep 
mothers young” 

“Mother, You look 
tonight” 

“Don’t tell me she’s a grandmother” 


Mrs. Wrinkle and Mrs. Twinkle, 
twin sisters who were born back when 
Dewey was scrapping in Manila Bay, 
are being used to illustrate the differ- 
ence between a life that has to suffer 
privations, and one that escapes the 
grinding duties of housekeeping. 

Joseph E. Strecker, manager, appli- 
ance division, General Electric Com- 
pany, Chicago, J. W. McIver, Maxon, 
Inc. and S. M. Sanger, refrig- 
eration division, General Electric 
Company, Cleveland, told Chicago dis- 
tributors and dealers that the economic 
outlook was good, and that the com- 
ing campaign had the three appeals 
that made advertising go to town: 


wonderful 


1. It was vertical in its appeal—i. e., 
had the zingo that made the customers 
act. 

2. It was horizontal in its appeal, 


tied up the entire line of appliances. 


3. It had theme, in short, something 
that could be remembered and quoted. 


Treasure Island, a grouping of small 
appliances, and all the G. E. line will 
be featured, with special offerings on 
those items that are seasonal. Cam- 
paign will appear in national maga- 
zines (which reach selected people in 
selected areas) newspapers (which 
reach people in selected spots) and 
radio (which reaches people). Prize 
campaigns will be on for salesmen, 
a “treasure hunt” leading off. 








JOHN M. WICHT 
To Select 


“Committee of 1000” 
Best Washer Salesmen 


HAT is believed to be one of 

the most unusual merchandising 
programs ever proposed for washers 
and ironers has just been announced 
by John M. Wicht, Manager of the 
Home Laundry Equipment Section, 
General Electric Company, Bridge- 
port, Conn. 

This is a competition, extending 
from August 14 through October 21, 
to select a “Committee of 1000” com- 
posed of the 1000 retail salesmen of 
G-E Washers and Ironers with the 
greatest sales performances, against 
quotas, during that period. 

According to Mr. Wicht, “We shall 
consider these retail selling aces a 
gigantic reservoir of sales ideas and 
merchandising counsel and hope to 
obtain from them many practical sug- 
gestions fer selling washers and 
ironers.” 

Concurrent activities during the 
period of the “1000” Campaign will 
assist retail men to produce more sales 
and therefore to qualify for appoint- 
ment to the “Committee of 1000.” On 
September 23, General Electric wil! 
start a gigantic all-appliance national 
magazine advertising campaign, using 
such publications as Saturday Evening 
Post, Collier's, Good Housekeeping 
McCall's, American Home and Better 
Homes and Gardens. G-E Washers 
and Ironers will be prominently fea- 
tured in each advertisement and 
women will be urged to get demonstra- 
tions from their dealers. The theme 
of the advertisements will be “It’s 
Easy to Stay Young Electrically.” 

The last week of the “1000” Cam- 
paign, October 14-21, is also National 
Washer and Ironer Week. 
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Commonwealth Edison's second model home showed (left) combination ventilat- 
ing fan, cabinet and towel roll, not yet on market and (right) fluorescent light- 
ing as an aid to good laundering in the home. 


MODEL HOME NO. 2 
OPENED IN CHICAGO 


CHICAGO, ILL.—Weil remembered is 
the remark made at an N.E.L.A. meet- 
ing years ago, when a utility man re- 
marked facetiously: “We are not inter- 
ested in the pots and pans business.” 

Still quoted is the trenchant reply of 
Commonwealth Edison’s vice president 
John F. Gilchrist, which summed up the 
obvious fact that there is a definite tie 
between electricity and home making. 

In Chicago last month Commonwealth 
Edison Company made headlines by open- 
ing demonstration home No. 2, the Home 
for Electric Living, as further indication 
f its belief that home making and elec- 
tric progress go hand in hand. 

The building is in Early American 
architecture and contains fluorescent 
lighting, chimes, trick switch plates, spot- 
light table illumination, a hobby room, 
a laundry and a dream kitchen. But one 
. the chief problems of vice president 

W. Lloyd was the selection of furni- 
a and furnishings. 

“People visit model homes to get ideas,” 
he told Electrical Merchandising, “and 
we inoculate them with the desire for 
electricity as they pass by. So our first 
problem is to choose a furniture atmos- 
phere which the crowds will admire and 
wish to copy—and along with it accept 
suitable electrical appliances.” 

Human habits change more slowly than 
realized, Mr. Lloyd believes, and only 
by bringing in new ways of living gradu- 
ally can you succeed in winning over the 
public. Women do not think electrical 
appliances by themselves, but only as 
part of the home-making picture. 

Some 415,000 persons visited Common- 
wealth Edison’s south side demonstration 
ome, which closed last February, and 
more than 85,000 were welcomed to the 


| month 


new Home for Electrical Living the first 
it was open. Interesting side- 
light of the new project: Furniture in 
the home, originally declared too costly 


for the neighborhood, now stocked by 
nearby Wieboldt’s, a moderate price 


store. 
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SMALL APPLIANCES FEATURED 


AT N. 


NEW YORK—tThe New York House- 
wares Manufacturers’ Association held 
its Housewares Show in the grand ball- 
room and mezzanine of the Hotel Astor 
the week of July 10 to 15. 

An outstanding feature of the show was 
the open booth arrangement, which 
proved to be a more satisfactory arrange- 
ment than anticipated by many an 
anxious exhibitor. And a definite asset 
over the individual display rooms of 
previous years at the Pennsylvania Ho- 
tel for busy buyers with limited time to 
cover all the exhibits and squeeze in a 
day at the fair. Over 5,000 buyers were 
expected, and attendance up to and in- 
cluding Wednesday was running close to 
expectations. 

Electrical appliances were well repre- 
sented in this show with some sixty of 
the almost 300 manufacturer-exhibitors 
displaying electrical equipment. The ma- 
jority of these devices were small table 
appliances such as broilers, toasters, 
waffle irons, door chimes, irons, coffee 
makers, mixers and the like, with only 
one washci, one portable ironer, two 
ranges and a refrigerator. 

Cleaners, however, were featured by 
at least six manufacturers. The com- 
plete Hoover Special and Norca lines 
were displayed in the Hoover booth with 


| especial emphasis on the Hoover Special 


541, reduced to $24.95, which is to be 
featured in a special offer planned for 
September. 





BURRITT TO BE 
EUREKA PRESIDENT 


Resigns as Vice-president of 
Kelvinator 


DETROIT, MICH.—Announcement of 
the resignation of Henry W. Burritt as 
vice-president in charge of sales of the 
Kelvinator Division of Nash-Kelvinator 
Corporation was made today by George 
W. Mason, president of the corporation. 
Mr. Burritt, he said, is resigning to as- 
sume the presidency and general manager- 
ship of the Eureka Vacuum Cleaner Com- 
pany, which is located in Detroit. 

With Mr. Burritt taking over the 
presidency of Eureka, Fred Wardell, 
president and founder of the company, 
which was established in 1910, becomes 
chairman of the board, according to an 
announcement by the latter organization. 

Mr. Burritt has been in the refrigera- 
tor and electrical appliance business since 
1926, when he was engaged to operate 
the Leonard Refrigerator Company of 
Grand Rapids, Michigan. He was presi- 
dent and general manager of that com- 
pany in 1927 when it was merged with 
Kelvinator Corporation, which has since 
merged with Nash Motors to become 
Nash-Kelvinator Corporation. 

He was named vice-president with the 
first merger, and after the consolidation 
with Nash, he became vice-president in 
charge of sales of the Kelvinator Divi- 
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Henry W. Burritt 


sion of Nash-Kelvinator Corporation. 

Since its inception, the Eureka Vacuum 
Cleaner Company, operation of which Mr. 
Burritt will actively direct, has sold more 
than 3,000,000 vacuum cleaners, confining 
its activity to this type of product until 
recently, when it added a unique portable 
electric range to the line. 


itools for dusting, a Mothimizer, 


Y. HOUSEWARES SHOW 


This offer 
Special 541, 


consists of the Hoover 
a complete set of cleaning 
and a 
|Moth Control Book written by Frazier 
Hunt, all for $28.95. Clements and Lan- 
ders, Frary and Clark displayed their 
cylinder type cleaners; Birtman, the 
Magnetic floor model; and General Elec- 
itric the De Luxe floor line recently an- 
nounced. Westinghouse had a rotary- 
brush hand cleaner which they were 
|recommending to be sold over the coun- 
|ter in the housewares department. 

Several of the leading roaster manu- 
facturers had their latest models on dis- 
|play, and the National Stamping and 
|Electrical Works (White Cross) were 
showing, for the first time, a new Jow- 
priced, 6-qt. roaster called the “National.” 

Fruit and vegetable liquifiers on display 
jproved big attention-getters with their 
|colorful and cool frosted drink samples. 
| With the exception of a new Double 
|Decker aluminum waffle iron shown by 
{Dominion Electric Mfg. Co., of Mans- 
field, Ohio, and the above ‘referred to 
|““National roaster; there was little that 
jcould be called radically new at the show 
|—the trend being more toward refine- 
ments and improvements in products al- 
=e well established. Such refinements, 
}however, characterized practically all the 
lexhibits. Descriptions and _ illustrations 
of these improved products will be 
\found in the New Merchandise pages of 
|this issue. 
| 





NO DOWN PAYMENT IN 
ST. LOUIS 


ST. LOUIS, MO.—A wave of no down 
payments sales is reported to be spread- 
ing throughout retail stores in St. Louis. 
Nearly all major appliances can now be 
bought without laying any cash on the 
barrell head. 

Steadily down payments have been de- 
creasing, being as low recently as $3 to 
$5 on refrigerators, with a carrying 
charge of one half of 1 per cent per 
month. Now competition has pushed it 
still farther, with the result that sales 
are stimulated. Much head wagging is 
being done by credit managers, however, 
who foresee an outbreak of merchandise 
that bounces back. 





Frosted Foods Free with 
Roasters 


WASHINGTON, D. C.—A free Birds- 
eye frosted food dinner with each roaster 
sold was one of the features of the cam- 
paign being directed this summer by the 
Electric Institute in Washington, D. C. 
Customers were given their choice of 
one of six dinners with a retail value of 
$1.50 each. It was done through certifi- 
cates redeemable at any Birdseye store. 

While electric roaster sales in 1938 
were reported twice those of 1937, the 
Institute reports that 1939 will again 
Imake a record. 
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ATES AS /T HEATS 


ATTRACTIVE NEW ARVIN 


What you need to Sell Heaters 


FOR: Bathrooms . Nurseries . Dens . Guest-rooms . 
Game-rooms . Sun-rooms . Trailers and Camp Cot- 
tages . Invalids’ Rooms in Homes or Hospitals . Small 
Offices and Ticket Booths . Hair and Clothes Drying . 
Bath Houses . Photographers’ Drying Rooms. 
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DELUXE MODEL 201A § 95 Nis. 

IVORY AND MAROON ENAMEL % Stewart-W 
FINISH, CHROMIUM GRILLE LIsT Ojlahoma Ci 
Co., Columbu 
Co., Portsmot 
Kingston, 

ranges ) 


Por Baby’s Bath and other uses where extra or 
temporary heat is needed. 


These new Arvin profit-makers are being featured in a consumer 
advertising campaign this fall and winter. National magazines such 
as Good Housekeeping, Better Homes and Gardens, and The Amer- Del Two Deluxe models are identical except for finish ees mokes it - ~ turn 

: heater on and off. Red indicator light, inside case, gives “fireplace glow” when heater 
ican are being used. Order Arvins from your jobber now and cash Model 201 2 sane eqdnadtaaiaaaben canes dated Wuanttnen OE ete, OB ee 
in on the demand. 


Tan and Grown cycles, 110 to 125 volts. Use 11 amps. at 110 volts. Nichrome helical heating element. 
NOBLITT SPARKS INDUSTRIES, Inc., COLUMBUS, IND. 


Morocco Finish, Heavy gouge metal case on rubber feet. Induction type motor. Two-blade propeller 
Chrome $99 5 
Also Makers of Arvin Car Heaters and Radios Grille List 


fan. Carrying handle in back with air intake louvers. Rubber plug and 6 feet of 
HPD cord. Size—1194" high, 1074” x 654” at base. Weight each, 984 pounds. 


ALL PRICES SLIGHTLY HIGHER DENVER AND WEST—ALSO IN EXTREME SOUTH 


SELLING POINTS 
FOR YOU TO USE 


Warms Air Completely — 
drowing in cold air from floor, 
heating it and fan-forcing it 
into room. 


Circulates Heat—employing 


Consumers 
efficient fan-distributing prin- 


ently with 
Creek, Mic 
heating systems. and succes 
Gives Immediate Heat — for Winalls 

bathing, shaving and dressing, 
when furnace fire is low or 


ELECTRIC FAN-FORCED 


ciple used in modern home 


HEATERS 


away, or g 
ganizations, 
merchants ¢ 
sell them f 
Portable—easily carried from the 4 
policies in 
Most all 
n the run 
mately $10 
Safe with Children—because , ag Yo 
about $3,0 
came for 
gain rumr 
successful 
Efficient and Economical— plan to re 
with air-intake louvers and inquiries | 
quiet-running fan behind heat- communit 
ing element, to drive heat off the sale. 
; At the 
automobil 
Approved by goods, ck 
Underwriters’ Laboratories and helped to 
Good Housekeeping Institute gains. M 
people fr 
one day 
operative 
papers h 
Sale far 


room is chilly. 


one room to another to drive 
chill away. Plugs into any 110- 
AC wall outlet. 


heating element and fan are 
enclosed. Won't burn rug, if 
upset accidentally. 


Bie pee 


< 


i 











wires and out into room. 


GUARANTEED AS ADVERTISED 
IN GOOD HOUSEKEEPING 


m 
mos 

willing t 
business 
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DISTRIBUTORS 
APPOINTED 


stromberg-Carlson — Elliot-Lewis 
ompany, Philadelphia, Pa. to cover 
niladelphia, New Jersey, Delaware 
4 Maryland; Henry O. Berman, 
yitimore, Md.; the Joseph Horn- 
er Co., Reading, Pa; J. R. S. 
histributors, York, Pa.; Byrum Music 
», 25 S. Main St., Greenville, S. C. 
“mabe rly & Thomas Hardware Co. 
imingham, Ala.; Raybro Electric 
upplies, Tampa, Fla. 


Gibson Electric Refrigerator Corp. 
Raybro Electric Supplies, Inc., 
ympa, Fla. for both Gibson refrigera- 
os and electric ranges. 


os Division, Evans Products 
orp., (Oil space heaters)—Tab Elec- 
ric Supply Co., Trenton, N. J.; House- 
oid Products Co., Oakland, Calif.; 
jolmes Hardware Co., Pueblo, Colo.; 
Waverly Heating Supply Co., Boston, 
{ass.; Borstein Electric Co., Camden 
; J.; W. P. McKamey, Payette, 
Appliance Merchandisers, 
Ill.; Appliance Wholesalers 
; Oregon, Portland, Ore.; East Side 
lectric Appliance Co., Klamath Falls, 
\re.; Automatic Heating and Air Con- 
tioning Co., Butler, Pa.; Jamison & 
lohnson, Inc., Bethlehem, Pa.; Red 
Feather Oil Co., Salt Lake City, Utah; 
5. S. Blodgett & Co., Burlington, Vt.; 
Southeastern Supply Corp., Norfolk, 
a: Thurman & Boone Co., Roanoke, 
a: North Coast Electric Co., Seattle, 
Wash.; Shadbolt-Boyd Co., Milwaukee, 
Vis. 


daho; 
Rockford, 


Stewart-Warner—Jenkins Music Co., 
Ojlahoma City. Okla.; Tracey Wells 
Co. Columbus, O.; the Hibbs Hardware 
Co., Portsmouth, O.; Canfield Supply Co., 
Kings ton, N. Y. (refrigerators and 
ranges ) 


RUMMAGE SALE NETS 
$3000 


BATTLE CREEK, MICH.—Heyser 
Electric Co., Central Electric Co. and 
Consumers Power Co. co-operated re- 
ently with 100 other merchants in Battle 
“reek, Mich, to put over a very unique 
and successful community “rummage” 
sale. 

Usually rummage items are thrown 
away, or given to church and other or- 
ganizations, but this time Battle Creek 
merchants decided to pool rummage items, 
sell them from a central location and use 
the proceeds to promote retail business 
policies in Battle Creek. 

Most all of the merchants participated 
n the rummage sale, donating approxi- 
mately $10,000 worth of merchandise. The 
sale was held in a big automobile sales- 
room in downtown Battle Creek and 
about $3,000 in cash was realized. People 
came for miles just to attend this bar- 
gain rummage event. The affair was so 
successful that Battle Creek merchants 
plan to repeat it next year. Hundreds of 
inquiries have been received from other 
communities for detailed information on 

the sale. 

At the rummage sale, refrigerators, 
automobiles, radios, shoes, hardware, dry 
goods, clothes, tires and other products 
helped to make an attractive list of bar- 
gains. Merchants donated 50 trained sales- 
people free of charge to help make the 
one day event a success. Full page co- 
perative advertisements in local news- 
papers helped to publicize the rummage 
Sale far and wide. And Battle Creek’s 
Retail Bureau now has $3000 extra with 

lich to work. 

Another important effect of this rum- 
iage sale, say leading merchants, is that 
ost Battle Creek business men are now 
willing to co- operate in other community 

business promotion projects. 
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Kelvinator Has Two New Laundry Helps 


Shirts are a hurdle in the average ironer prospect's 


mind. So R. W. Poirson 


(standing) in charge of Kelvinator laundry equipment sales, developed a model 
shirt, with woven guide lines, to use in demonstrating. Sales manager Ralph C. 


Cameron sets out to do a job, according to instructions, 
room display stand for dealers dramatizes the “fabric-saver" 


“pressure pilot” 


At the right, a show- 
wringer and the 


control which sets the wringer at the right pressure for various 


fabrics. J. Nelson Stuart, Kelvinator's advertising and sales promotion manager, 
demonstrates the display for the benefit of R. W. Poirson and Ralph C. Cameron. 








WESTERN MARKET REPORTS SPARSE BUYING. 


Attendance this year at the summer 
market meeting of the Western Furni- 
ture and Merchandise Mart held at San 
Francisco during the week closing July 

was about 10 per cent greater than 
in 1938, but it was the consensus of opin- 
ion that for heavy buying the date of 
the meeting, as also of eastern =, 
mer markets, was scheduled too early i 
the year. This resulted in scattered Bn 
ing, indic ating that dealers were sampling 
lines for later reordering. The important 
sales period, it is expected, will be the 
follow-up week after the market. 

The Radio and Appliance Trade din- 
ner held on Wednesday evening was 
presided over by Al H. Meyer of the 
Leo Myberg Company and president of 
the Pacific Appliance Institute. Tele- 
vision prospects and appliance dealer 
problems were discussed by Thomas F. 
Joyce, vice-president and advertising di- 
rector of the RCA Manufacturing Com- 
pany of Camden, New Jersey and by 
A. F. Rice, manager of market develop- 
ment for the Southern California Gas 
Company, respectively. Me Rice men- 
chiseling, allowances, decreasing 
profit margins and shrinking sales com- 
missions as among the factors which 
bothered the retail trade. Discussing the 





1 


| manufacturers, 


fear of mail-order house competition, he 
urged that independent dealers stop try- 
ing to get lower priced goods f from the 
thus forcing the price 


| level lower and lower. His contention was 


| dealer 


that mail order houses would always 
undersell the market, whatever it was, 
and that their prices would come up to 
a reasonable level and stay there only 
when dealers generally maintained prices 
and eliminated “specials”. He also em- 
phasized the responsibility of the large 
for stabilizing business, suggest- 
ing that a more tolerant attitude toward 
the small dealer would bring about 


| greater cooperation. 


Electrical appliances also found ap- 


| proval at the Housewares Market Lunch- 


| 
| 
| 
| 


eon when W. L. Doty, newly appointed 
Editor of Sunset Magazine spoke under 
the title “Unrest in the Kitchen.” He 
pointed out the important role that ad- 
vertising had held in introducing new 
labor saving devices into the kitchen. 
Among the innovations displayed at the 
market were a radio set installed in the 
headboard of a bed, an electric clock in 
a vanity case, television sets, fluorescent 
desk and floor lamps and air conditioning 
units of various types. These attracted 
more or less attention. 





Two speakers in action at the Western Furniture Mart: Left, Al Meyer, president 


of the Leo J. Meyberg Co., 


president of the Pacific Appliance Institute and 


chairman of the Mart's Radio and Appliance Dinner; and, right, Thomas F. Joyce, 


vice president and advertising director of the RCA Mfg. Co., 
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Camden, N. J. 


| ago, 








| Sales Corp., 





last 
| Was 


| trical 


FOR YOUR 
INFORMATION 


G-E’s Vapor Lamp Company of Hobo- 
ken, N. J. has been merged with the 
Incandescent Lamp Department ‘ 
Now it will be General Electric Lamp 
Department. 

Diehl Mfg. Co., makers of motors, 
ventilating equipment and_ generators, 
have opened an office in Charlotte, N. C. 

James H. Lewis will be in charge. 


The Propeller 
Association, 


Fan Manufacturers 
formed about six months 
have adopted a Certified Rating 
Label to protect the fan-buying public on 
positive air deliveries of the fans they 
buy . . . V. C. Shetler is secretary- 
treasurer of the association which has 
headquarters in the General Motors 
Building, Detroit. 


Iron Fireman have 
equipment division . 
new department, which 
Iron Fireman products 
William E. Gleeson. 

Fall convention of the Maryland Utili- 
ties Association will be held at the George 
Washington Hotel, Ocean City, Md., 
August 25-26, 1939 . . . J. H. Purdy 
is secretary of the group. 

Semi-annual convention of the National 
Electrical Wholesalers Association will 
be held at Hotel Gibson, Cincinnati, O., 
October 16-20 . . . E. Donald Tolles, 
managing director, is in charge. 

The public seems to be going for the 
new Crosley cars sold currently through 
distributors and department stores. 


created a heating 
Manager of the 
will distribute 
to dealers, is 


The second annual all-industry Refrig- 
eration and Air Conditioning Exhibition 
is geting set for the week of January 
15-18, 1940 in Chicago’s Stevens Hotel. 

M. W. Knight, sales manager, 
Peerless of America, Inc., is chairman 
of the committee in charge. 

Frigidaire has installed 100 portable, 
self-contained room coolers in New 
York’s Hotel Pennsylvania. 

“Delco Heat News” is a new house 
organ published monthly by the Delco 
Appliance Division of General Motors 
Rochester, N. Y. 


From Kansas City: David R. Stillman 
has bought the Appliance Distributing 
Co., 3934 Main St., from L. H. Carr 
who is now in charge of the local Mont- 
gomery Ward appliance department. . . 
The dealer group of the K. C. Elec- 
Association have formed the Elec- 
Appliance Dealers Association of 

president was Herbert 
vice-president, William 

our old friend G. W. 


trical 
K. C. Elected 
Spokes field ; 

Blue; secretary, 
“Jerry” Weston. 


Nearly 6,000 Norge refrigerators go 


| into the New York City housing projects 


under way in the Red Hook and Queens- 
bridge areas. Warren Norge was the 
successful bidder. There will be 5,710 
apartments in all to be fitted with either 
four or six foot models. 

Westinghouse copped a couple of nice 
orders with 187 refrigerators going to 
the Hillcrest Housing Project in East 
Lansing, Mich., and 200 electric ranges 
and refrigerators to the Redmont Gard- 
ens, all-electric apartment building in 
Birmingham. 


Tom Brown, vice president, Autovent 
Fan and Blower Co., has been elected 
president of the Illinois chapter, Ameri- 
can Society Heating and Ventilating 
Engineers. 

At a meeting of midwest distributors 
month, the 3,100,000 Thor washer 
lifted off the assembly line, auto- 


graphed, and sent on its way rejoicing. 


| orders : 
| new Wyvernwood 


And speaking of sizeable refrigeration 
Don’t overlook the fact that the 
Apartments at Los 
Angeles, comprising 1,102 separate suits 
will all be equipped with Frigidaires. 


PAGE 37 





























When your prospect reads the Wilcolator 
Gusssear Bond. she knows why the Wilco- 
lator-equipped range makes baking easier. 
And when you read the Wilcolator Warranty 
Bond—you'll know why - ee 
equi range sells easier! It concentrates 
po mes on Sos of the most saleable feat- 
ures of the modern range. It provides a 
positive clencher that won't let you down 
when the selling gets tough. Tell us how 
many Wilcolator Warranty Bonds you need 

and do it today! They’re free. 


THE WILCOLATOR COMPANY, NEWARK, N. J. 
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New Pasiticns of the Mantle 





Barton 


J. E. Alexander, formerly sales man- 
ager for the One Minute Washer Com- 
pany of Newton, Iowa, is now sales man- 
ager of the Barton Corporation, West 
Bend, Wisconsin, manufacturers of Bar- 
ton Controla-Speed washers and ironers. 

The experience and wide acquaintance 
of Mr. Alexander is regarded by F. W. 
McGrath, vice president in charge of 
sales, as a valuable addition to the Barton 
Corporation. 


General Electric 


H. L. Andrews of Bronxville, vice- 
president of the General Electric Com- 
pany since 1934 in charge of the Com- 
pany’s transportation activities, will take 
charge at once of the appliance and mer- 
chandise department with headquarters 


| in Bridgeport, Charles E. Wilson, exe- 
| cutive vice-president, announced. 





H. L. ANDREWS 


Mr. Andrews, a native of Missouri and 
graduate of the University of Missouri, 
entered the employ of General Electric 
in 1910 and for the past 29 years has 
had wide range of experience in engi- 
neering, manufacturing, and sales de- 
partments. For the past three years he 
has been vice-chairman of the Company’s 
sales committee. 

As head of the appliance and merchan- 
dise department, Mr. Andrews will be 


| responsible for the Company’s activities 


in the major and traffic appliances as well 
as construction materials, including such 
items as refrigerators, ranges, water 
heaters, home laundry, and household 
appliances. 


Nesco 


Two new offices have been created by 
the National Enameling and Stamping 
Company to bring about a more closely 
knit organization and better coordination 
between various sales divisions and manu- 
facturing branches. 

John F. Thomas, recently affiliated with 
Braun and Company, Business Consult- 
ants, as manager of their New York 
office, has been appointed vice president, 
in charge of sales. Prior to his associa- 
tion with Braun and Company he was 
affiliated with Sears Roebuck & Com- 
pany in capacities of manager of Eco- 
nomic Research, director of public rela- 
tions, and assistant to D. M. Nelson, vice 
president, in charge of merchandising. 
He has also been with the B. F. Good- 
rich Co. as Market Analyst and with 
General Business Research Corp., work- 
ing on distribution problems concerning 
retail hardware dealers. 

Emmet G. Gardner joined the Nesco 
ranks as factory manager of the Mil- 
waukee Factory on January Ist, 1939. 
He has been elevated to the newly created 
position of vice president, in charge of 
manufacturing and will supervise every- 


AUGUST, 


thing pertaining to production, contro) 
maintenance, methods and standards j 
the manufacturing branches. He yjj 
also supervise the Purchasing and Trafy 
Departments, product development, plan! 
personnel, production studies, plant eng. 
neering and supervision of the Stoy 
Plant in Milwaukee. 


Whiting Corporation 


Stevens H. Hammond, vice-presiden: 
in charge of the Appliance Division ¢j 
Whiting Corporation, Harvey, Illinois 
announces the appointment of Willis | 
Erd as assistant to the vice-president 
Appliance Division. 

Mr. Erd comes to Whiting from th 
Federal Housing Administration wher 
he has served since the formation of th 
administration. He was Associate Di. 
rector for Wisconsin in 1934. Later his 
activities covered the State of Illinois 
and for the past year and a half he ha 
been on the Washington staff. 


Hobart 


C. W. Stoup, who has been serving a 
assistant KitchenAid sales manager for 
the last year, has been appointed sale: 
manager of this division of the Hobar: 
Manufacturing Co., Troy, Ohio, Burn: 
Dreese, general manager, has announced 

Mr. Stoup had been a member of Ho- 
bart’s advertising staff for many year: 
previous to his joining the KitchenAid 
division last year. 

H. A. Nordquist, formerly sales man- 
ager of both the KitchenAid and Cres- 
cent Dishwasher divisions of Hobart, 
will now devote all his attentions to dish- 
washer sales. 


Hotpoint 
G. W. Fischer has been appointed 
wholesale representative of the General 


Sales Staff, Edison General Electric Ap- 
plaince Company, Inc., makers of Hot- 
point Home Appliances, according to a 
recent announcement by R. W. Turnbull, 
Vice President and General Sales 
Manager. 

Mr. Fischer, through many years oi 
experience with the operations of whole- 
sale distributors will be available for 
special sales activities, consultation, or 
analytical operations in any of the dis- 
tricts. 


Nela Park Publicity 


General Electric at Nela Park today 
named Carl W. Maedje director of the 
lamp department’s publicity and public 
relations bureau. He succeeds J. W. Mil- 
ford who recently left the organization to 
join the publicity department of N. W 
Ayer & Son advertising agency, in New 
York City. 





CARL W. MAEDJE 
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G.E. Lamp Department 


The lamp department of General 
Electric Company, Nela Park, Cleve- 
iand, announced today the promotion 
of four sales division executives. The 
appointments are effective as of 
August 1. 

L. R. Wilson, who for the past three 
: years served as assistant manager of 
“Ontrol Sout h Pacific Division, Los Angeles, 


ids WM becomes manager of North Pacific Di- 
Tra yision at Portland, Oregon. 
affy 
, plan 
t engi, 


Stove 


siden; 





L. R. WILSON 


Harold A. Olson, who for more than 
two years has served as manager of 
North Pacific Division, Portland, Ore- 





ig afm gon, leaves this smaller division to be- 
+ for come assistant manager of Atlantic 
sales Division, New York City, the largest 
obar: of G.E. lamp department’s seventeen 
Surns sales divisions. 

nced 

Ho- 


years 
n Aid 


nan- 
>Tes- 
bart, 


lish- 


nted 
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HAROLD A. OLSON 





R. B. Oliver, assistant to the man- 
J ager of Atlantic Division, New York 
fis. City, has been put in charge of all 
asi national and syndicated accounts origi- 
nating in the New York area, to which 
new work he will devote his entire 
time. 


W. H. Robinson, Jr., is promoted to 


lies the assistant managership of South 
~ Pacific Division, the post left vacant 
fic by L. R. Wilson. 

‘il. 

\ 


lron Fireman 


Appointment of four new regional rep- 
resentatives has been announced by the 
Iron Fireman Manufacturing Co. They 
are: 

J. Warren Daniels, eastern division dis- 
trict representative, who was formerly 
advertising manager of the Hudson Coal 
Co.; editor of Stoker & Airconditioner 
Journal, and New England representative 
of Anthracite Industries, Inc. Gary 
Baker, eastern representative of the heat- 
ing equipment division, who was previ- 
ously a sales engineer in Chicago, Omaha 
and Springfield, Mass. C. W. Robinson, 
eastern division district salesman, one- 
time assistant supervisor with the Penn- 
sylvania Railroad, and later on the staff 
of Batchelder-Whittemore Coal Co., 
Boston. Stanley Glenn, eastern division 
district salesman, who left the Westing- 
house engineering department to join 
Iron Fireman. 





Ww 
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ASSURE QUIET 
TROUBLE-FREE 





BONDERIZED 


TO ASSURE PROTECTION AGAINST RUST 


M ore than sixty years of appliance 
building experience is reflected in the 
1939 line of Blackstone Washers and 
Ironers. Engineered for great- 


enamel is stabilized, rust is defeated and 
finish durability is assured. 

The effectiveness of Bonderizing on 
products that will be exposed 


er Operating efficiency, they to corrosive conditions is a 


_ SEND FOR 
\ THIS BOOK 


It describes 
Bonderizing in 
detail and gives the salesman 
a new talking point that 
helps close deals. 


appeal to the discriminating well known feature to careful 


buyer. buyers. It is an 


important 


Contributing to their effective point that the alert sales- 





sales appeal is the lustrous 
finish, 
over Bonderizing on all im- 
Thus, 


man can use to advantage. 


“Supernamel” applied The customer will appreciate 
knowing about this essential 
portant steel parts. quality. 


PARKER RUST-PROOF COMPANY, 2164 E. MILWAUKEE AVE., DETROIT, MICHIGAN 


AR 
Aocesdes CONQUER RUST 


BONDERIZING =e ee 
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NAMES and NEws " 
ARE SOON FORGOTTEN 


- +. Unless they continue to be significant. It for the original nickel-chromium alloys has 
was big news back in 1906 when the elec- ever been found. The name, CHROMEL, is 
trical industry learned that a new heating also significant because it has become the 
element alloy had been discovered, that symbol of good electric heating devices. See 
lasted more than 300 times longer than any that your heating devices are CHROMEL 
other material then being used (except equipped. With heating-elements of CHRO- 
platinum). This was the first alloy of nickel MEL, each device you sell helps to sell 


and chromium, and it was given the trade another .. . as the convenience, cleanliness 
name, CHROMEL. The fact of this invention and comfort of electric heat become the 
continues to be significant . . . faithful, silent servants of your 


customers. ... Hoskins Manufactur- 


because it created the heating device \ a 
F 
.\ 


industry, and because no substitute 


Electric Heat Possible 


CHROMEL 





ing Company, Detroit, Michigan. 


The Wine That Made 


A GOOD NAME IN HEATING ELEMENT 
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Horton 


A. E. Askerberg, general manage; 
Horton Manufacturing Company, Fo 
Wayne, Indiana, announces the ap 
pointment of Carl J. Cortright as dis 
trict manager for Northern [llino; 
and Southern Wisconsin. 





Cc. J. CORTRIGHT 


Prior to July Ist, Mr. Cortright was 
a District Representative for Hortor 
in another territory. 





F. M, PITT 


Announcement has also been made 
of the appointment of F. M. Pitt as 
district manager for Horton in the 
Southern California area. Mr. Pitt 
has had ten years experience in whole- 
sale and retail appliances in Southern 
California and he has a wide acquaint- 
ance among dealers in that area. He 
will make his headquarters in Los 
Angeles and will operate under the 
supervision of Frank Wallace who is 
in charge of Horton sales for the 
entire Pacific Coast region. 


Lindemann & Hoverson 


H. A. Halvorson, general sales 
manager of A. J. Lindemann & Hov- 
erson Company, Milwaukee, Wis., an- 
nounces the appointment of two new 
district managers. 

N. A. Engler, who has been contact- 
ing the range trade around New York 
for the past ten years, is now repre- 
senting L&H in New England and 
New York territory. 

Ray Sullivan, also a veteran at range 
selling, will see service for L&H in 
Chicago’s metropolitan area. 


N. W. Ayer & Son 


J. W. Milford, publicity director ot 
the Lamp Department of Genera 
Electric Company, and for the past 
five years Chairman of the Committe: 
on Public Information of the Illumi 
nating Engineering Society, is leaving 
the company after more than thirtee 
years of continuous service to joi! 
the Publicity Department of N. W 
Ayer & Son, advertising agency. He 
will be attached to that agency’s New 
York office at Rockefeller Center 
where his new work began on July 17th 
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“Mrs. Parker 


, Certainly Knows 
Her Motors! 


Prenat Bat 





“She came in about half an hour ago to look at **She did't take my word for it, either. She went ‘*The motor was the last item. She saw that it 
washers. She said that her washings were large, over my best buy with a fine-toothed comb— was General Electric and said that she knew, 
and that she wanted to look at one of the best inspected its various parts carefully, and gave for two reasons, that it was reliable—she had 
washers I had in the store.”’ each a nod of approval.’’ found G-E motors good and so had her friends."’ 


Why Mrs. Parker Is Pleased With G-E Motors 


She and millions like her have received good service 
because G-E motors have been built to meet the 
performance standards of the appliance of which 
they are a part—are constantly being improved to 
meet new requirements. 

Cast-aluminum rotor — Its one-piece aluminum wind- 
ing cannot become open-circuited or burn out. 
Rotor is practically indestructible. 

Protected stator —Windings are resistant to moist- 
ure, oil, and mild acids and alkalis. Metal surfaces 
are treated to resist rusting. 

Long-lived bearings— washer motors | NATIONAL 
are “lifetime’”’ lubricated —have suffi- 

cient lubricant to last for the life of 

the washer upon which they are first 

mounted. 


G-E washer motor with “‘life- 
time’ lubrication, rubber 
mounting, and mounting in- 


terchangeability. 


“She bought the washer then and there—said 
(cally and ectrcall. Now, 1 siwaye mention ENERAL ELECTRIC 
ically and electrically. Now, I always mention 


the G-E motor—it helps close the sale.”’ 070-277 
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THAT 15 AS 


HOT.TOAST 


For a limited time only 
Toastswell offers you the biggest FREE 
merchandise deals of the year with a 
minimum purchase of the fastest mov- 
ing, matched items in the Toastswell line. 





But you'll have to hurry if you want 
to get in on this chance to make some 
big extra profits... 


So see your Jobber at once or write 
us for complete details. 


UTILITY ELECTRIC Co. 


620 TOWER GROVE AVENUE ___ ST. LOUIS, MO. 





THE IMPORTANT 
ELEMENT IS THE 
HEATING ELEMENT 


No element of risk if 
the heating element 
is ,TOPHET” the 
Leiaelitonelite nickel 


chrome. 


_ WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 
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Westinghouse 


R. C. Cosgrove, manager of the 
household refrigerator department of 
the Westinghouse Electric & Manu- 
facturing Company, was promoted to 
be assistant sales manager of the 
Merchandising Division here today. 





R. C. COSGROVE 


The appointment was made by 
Frank R. Kohnstamm, sales manager 
of the Merchandising Division, who 
said it was a step in a “realignment 
program” made necessary by the 
growth in business volume in electri- 
cal appliances. The Merchandising 
Division plants in Mansfield and in 
East Springfield, Mass., are among 
the largest of their kind. 

J. F. O'Donnell, now assistant sales 
manager, remains in his present ca- 
pacity, Mr. Cosgrove’s position being 
newly created. 

T. J. Newcomb, now head of the 


| commercial refrigeration department, 


succeeds Mr. Cosgrove as manager of 
the household refrigerator department. 
Commercial refrigeration activities 
will be merged with the air condition- 
ing department, under direction of 
P. Y. Danley, with headquarters at 
the East Springfield plant. 





T. J. NEWCOMB 


Mr. Cosgrove, whose entire 20-year 
business career has been spent with 
Westinghouse, is a native of Con- 
necticut and was graduated from Car- 
negie Institute of Technology at 
Pittsburgh in 1918. He served in 
France during the World War as a 
lieutenant of engineers in the 84th 
Division. 

Joining the Westinghouse Company 
in East Pittsburgh, Pa., on his dis- 
charge from the army, he became suc- 
cessively manager of the farming 
section, the farm lighting plant activi- 


| ties, rural distribution, sales promo- 


tion and education, commercial refrig- 
eration and household refrigeration 
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department. Mr. Cosgrove is a mem. 
ber of the National Electrical Many. 
facturers’ Association. 

Mr. Newcomb, a native of Vermont, 


‘worked as a wholesale drug salesman 


and in 1925 joined the Fiberoid Cor- 
poration of Indian Orchard, Mass, 
becoming assistant sales manager one 
year later. Further sales management 
experience was gained with the Maga- 
zine Repeating Razor Co. and the 
Holmes Refrigerator Co. In 1929 Mr, 
Newcomb was appointed household 
refrigeration supervisor at the Mans- 
field Westinghouse plant. He was 
made coordinator of refrigerator de- 
sign and product development at the 
East Springfield Westinghouse plant 
in 1933 and in 1935 returned to Mans- 
field as manager of commercial 


refrigeration. 


Landers, Frary & Clark 


Arthur E. Allen, who resigned 
recently as vice president of the West- 
inghouse Electric & Mfg. Company, 
in charge of the merchandising divi- 
sion at Mansfield, O., has been elected 
a director of Landers, Frary & Clark, 
New Britain, Conn., succeeding Fred- 
erick A. Searle, vice president and 
director, according to a_ recent 
announcement. 

Mr. Searle’s retirement was caused 
by ill health. 


Conn. Tel. & Electric 


Following a recent reorganization 
of its parent company, Air Devices 
Corp., Connecticut Telephone and 
Electric Corporation of Meriden, Con- 
necticut, is announcing the appoint- 
ment of a new staff of executives, 
including a new president. 

The new organization will be headed 


| by Harold W. Harwell, former vice- 


president and general manager of 
Cinaudagraph Corporation of Sfam- 
ford, Connecticut, as _ president. 
Charles A. Cunneen, who has been 
connected with the company since 
1922, will serve as secretary-treasurer. 

The sales activities of the company 
will be directed by Frank Holmstrom, 
newly-appointed vice-president and 
general sales manager. Mr. Holm- 
strom began his career with the Auto- 
matic Electric Company of Chicago, 
resigning in 1928 to join the execu- 
tive staff of International Telephone 
and Telegraph Company, and was also 
an officer in their subsidiaries, Fed- 
eral Telegraph Company and Kolster 
Radio Company. Joseph ‘A. Sullivan 
and George Lundquist, both long-time 
members of Connecticut’s sales staff, 
have been appointed assistants to Mr. 
Holmstrom. 

Sales promotion and advertising 
will be under the direction of another 
new staff member, Charles H. Gillette, 
who for the past five years served in a 
similar capacity for American Bosch 
Corporation, Springfield, Mass. Mr. 
Gillette has been engaged in sales pro- 
motion work since 1925. 

A new board of directors for Air 
Devices Corporation is also announced, 
and will include two of the company’s 
officers, Mr. Harwell and Mr. Cun- 
neen, as well as Edward V. Otis of 
Darien, Conn., and New York, and 
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ytis Franklin, of New York. The 
er are president and treasurer re- 
pectively of Automatic Products Cor- 
ation Of New York. Two more 
rectors, completing the board, will 
» announced shortly. 


ts 


G-E Vacuum Cleaner Sales 


Lloyd G. Hertzler, vacuum cleaner 
les specialist for the General Electric 
mpany in Philadelphia for the past 
yo-and-a-half years, has been ap- 
winted sales manager of the G-E 
eaner section by A. L. Atkinson, 
wager. He will make his head- 
sarters in Bridgeport, Conn. 





LLOYD G. HERTZLER 


In 1930 Hertzler joined the Elec- 
trical Association of Philadelphia as 
merchandising manager and assistant 
to George R. Conover. One of the 
most active organizations in the coun- 
try in assisting electrical dealers in 
co-operative merchandising  tie-ups 
with utilities, the league covered 
metropolitan Philadelphia and the ad- 
joining five counties. Hertzler was 
closely associated with Conover in 
developing new appliance ideas and 
sponsoring industry promotions. His 
first interest in vacuum cleaners came 
in 1934 when he staged the first co- 
erative cleaner promotion for the 
industry. Similar promotions spread 
to other parts of the country, increas- 
ng his contacts with electrical leagues 
in other sections. He joined General 
Electric in 1937 as cleaner specialist 
n the Philadelphia office, and was as- 
signed the territory extending from 
Philadelphia and Pittsburgh into the 
southernmost states. 

J. C. Hunt, who has been assist- 
ant to the manager of the cleaner sec- 
tion in Bridgeport, succeeds Hertzler 
as specialist in Philadelphia. 





W. F. CONLEY 


Former advertising and sales promo- 
tion manager of Premier, has joined 
the Beaumont and Holman advertis- 
ing agency in Cleveland in an execu- 
tive capacity. 
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THE Anniversary 

SERIES for profit- 

able volume. De- 

signed to offer an 
outstanding value 2 
the great middle 
price bracket. 
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QUAKER MANUFACTURING COMPANY 
233 West Erie St., Chicago, Ill. 


Gentlemen: Without obligation, please send me natural-color presentation 
of Quaker Burnoil Heaters . . . the merchandising line for 1939. 

Name 

Address 


City State 
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Western 


eos FLASHES 


The so led Exposition Model Homes 
which hove been opened around the 
San Francisco Bay Region for inspec 
tion during the exposition period ar 
most of them completely equipped 
electrically. The latest to receive pub 
licity for its kitchen conveniences is 
the Woodside Hills home, with electric 
range, refrigerator and numerous 
smaller appliances 


* * ad 


Bendix washers and Westinghouse 
retrigerators were among the early 
July features in the appliance depart- 


ment of the Emporium, San Francisco. 
[his store has a regular Wednesday 
morning broadcast devoted dis- 
cussion of household 


to a 
equipment 


7 * * 


No down 
covered oOvenware 
ments oftered 


payment and a five-piece 
set were induce- 
customers of Sterling 
Furniture Company, San Francisco 
toward the purchase of a 6.25 cu. ft. 


Norge refrigerator. 
* * * 


Ray mm of the remaining lines of 
Southern California Edison Com- 
aa within or just adjacent to the city 
limits of Los Angeles by the Los 
Angeles Bureau of Power and Light 
now places the entire city area under 
the municipal service. At the same 
time certain properties outside the city 
previously acquired by purchase from 
the Los Angeles Gas & Electric Com- 
pany were turned over to the Southern 
California Edison Company. This 
simplifies merchandising activities of 
the two utilities which now have no 
overlapping territories. 


* 7 aa 
_ “Bill Histories” of families on the 
lines of the Los Angeles Bureau of 


Power and Light have been used effec- 
tively in summer advertising to show 


the low cost of electric cooking as 
part of the “Matchless” electric range 
campaign now in progress. 


oa * . 


A $40 wiring allowance in return for 
the old stove is being featured by 
Los Angeles down-town dealers for 
ranges installed in homes served by 
the Bureau of Power and Light, not 
now wired for range or water heater 
The offer applied to sales made by 
Barker Bros., Bullock’s, Eastern, Fifth 
St. Store, The Broadway, and The 
May Company. ; 

' 
* * * 

Los Angeles is now giving adequate 
wiring certificates to electrically equip- 
ped apartment houses. One of the 
first was awarded to the Maison 
Charmant, a five-unit apartment with 
individual electric water heaters, full 
length electric bathroom heaters, elec- 
tric range wiring, installed electric 
reirigerators, ventilating fans in the 
kitchens, and plenty of convenience 
outlets, radio and telephone plugs. 


* . * 
D. W. Emmons of the Emmons 
Appliance Company of Los Angeles 
shared first place with J. A. Deegan 


of the Bureau of Power and Light in 
the salesmen’s contest on selling elec 
tric ranges recently staged by the 
Bureau in Los Angeles. The winners 
were responsible for selling 15 ranges 
each. Their reward was a trip to the 
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San Francisco Exposition. 
ners enjoyed a trip to 


Other win 
3oulder Dam 


* . ” 


“Your old washer as downpayment” 
and after that $2 per week, was the 
recent offer of Breuner’s, Sacramento, 
Calif. appliance department on pur 
chase of Bendix. 

- . - 

The 30-day free trial plan of selling 
hot water heaters is now in use by 
Seattle’s City Light Department. lhe 
customer buys the equipment, which 
the city agrees to take back at the end 
of the trial period if it is not satisfac- 


tory. Electric cooking also came in 
for some promotional summer adver- 
tising. 


” * * 


Summer sales plans were discussed 
by 200 Frigidaire dealers from Seattle 
and vicinity at a meeting at the New 
Washington Hotel on June 27. 

oe es 2 


A combination of roaster and hot- 
plate at the joint price of $23.90 or 
terms was a June feature with the 
Washington Water Power Company 
and Spokane dealers. 

* 7 7 


Rate reductions by the Washington 
Water Power Company were used as 
the basis for promotional advertising 
on roasters, ranges and electric water 
heating. New rate for water heating 
is 7 mills per kw.-hr. and the company 
advertises that domestic 
half national average.” 


rates are “one 


* * * 


A total of 654 major appliance pros 
pects were turned in by B. C. Electric 
Railway Co. employees during the 
President’s Month drive, from which 
salesmen managed to complete 109 
sales. This represented 4,099,405 kw.- 
hr., which was approximately 200 per 











i» 


book from now on. 


These Gals Know the Answers 


These home service gals are not going to have to be looking up answers in the 
Graduates of the summer training school of Westinghouse 
at Mansfield, they have been trained by Mrs. Julia Kiene, head of the Westing- 
house Institute to know all the answers and put on complete demonstrations of 
any part of the line without reference to any text. 
utility companies in various parts of the country. 


Most of them represent 





cent of the quota set. Winning entry 


in the “air derby” contest was New 
Westminster. 
* * * 
A recent cake baking contest in 


Lewiston, Montana staged by the local 


newspaper and the Methodist Ladies’ 
Aid resulted in success for entries 
baked in electric ovens. All of the 


four first prizes were electrically baked 
cakes and three of the four second 
prizes all went “electrically” 


* - taal 


The South Side Hardware Company 
of Butte, Montana has recently moved 
to new quarters on Harrison Avenue. 
The electrical appliance department 
has been greatly enlarged in the new 
store. 














Marionette Helps Sell Tea-Kettles 


Tampa Electric Company in Florida got good results from this unique display of 
electric tea-kettles because the marionette figure in the center was animated and 
called attention to the old method as compared to the new. 
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Montana’s summer cookery cam- 
paign started off on June 13 with a 
barrage of newspaper advertising. The 
drive covers the Eureka portable elec- 
tric range, electric roasters and electric 
hotplates. Window banners and dis- 
play cards were available to dealers 
and booklets on methods of roaster 
selling were furnished dealers and 
salesmen. Outdoor advertising dis- 
plays were used in key cities. Bill 
stuffers went out to 83,351 customers 
A sales contest was further promoted 
among Montana Power Company 
salesmen and home service staff, equal 
credit being given for dealer “assists” 
as well as for direct sales. The cam- 
paign is to be continued into August. 


*_ * * 


Three weeks of selling during the 
June “Greatest Show on Earth” cam- 
paign sponsored by the Idaho Power 
Company among dealers and salesmen 
had resulted in the sale of 66 water 
heaters and 68 ranges. Owing to the 
unfavorable weather during the early 
part of June, which it was felt re- 
tarded the sale of water heaters, the 
campaign was extended for one week 
more, to a five-week total. 


*_ * * 


A_ $20 trade-in value on your old 
washer, washboard or wringer was an 
introductory offer by the Bowers 
Home Furnishing Company of Salt 
Lake City on the large size Easy 
washer. This store held its opening on 
June 24, with flowers for the ladies 
and refreshments served to adult 
visitors. 

* * * 

Results of the survey recently con- 
ducted by the First Federal Savings 
and Loan Assn. of Salt Lake City, 
on the subject of “Changes We would 
Make If We Were Building Again” 
showed that additional electrical con- 
venience outlets were the most fre- 
quently mentioned item. 


*_ * * 


Adapting the specifications of the 
Certified Wiring Plan to small inex- 
pensive homes was recently taken up 
by the Utah Electrical League’s Wir- 
ing Committee. It is thought impor- 
tant not to discourage the small home 
owner by talking of problems he does 
not have to meet. 
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CROSLEY Products 
jare quality merchandise 


You can sell easier, faster, more profitably when you know the materials 
and the manufacturing methods in Crosley products are QUALITY 
all the way through. 


NEW FREEZORCOLD SHELVADOR 


Here is a new development in Crosley Shelvadors with tremendous appeal to women who 
see exciting possibilities of a cold storage plant in their refrigerators where frozen foods can 
be easily stored, fresh meats, game and fish frozen and kept delicious until used, salads quickly 
chilled and ice cubes made and held for any party demand. 



















Like all Shelvadors, quality manufacturing marks every step in fabrication. Finest American 
steel. Armco Ingot Iron, Bonderizing for perfect enameling. Air-conditioned enamel applica- 
tions for satin-like surfaces. Rock wool insulation. Hydrogen electric brazing for permanent 
joints and seams, Oversized hardware, Scientific precision in compressor construction, “Freon”’ 
—the efficient and harmless refrigerant. Every detail is a quality FREEZORCOLD SHELVADOR 

operation to provide a refrigerator Crosley dealers can enthusi- UNMATCHABLE VALUE 
astically acclaim and PROVE ... “the best you can buy.” 





through quality 
manufacturing processes. 


plete step-up for all sizes of purses and families. 


THE CROSLEY CAR 


This is the result of many master minds in the automotive industry working under 
the personal direction of Powel Crosley, Jr. Manufacturers selected for their high 
standing as suppliers of automotive parts have developed the Crosley car into an 






































the amazingly rugged, easy riding, incredibly safe, smart appearing automobile per- 
am forming at unbelievably low costs. 
wer 
met Waukesha Motors, Spicer Axles, Warner Trans- Convertible Two and Four 
~ mission, Rockford Clutch, Murray Body, Autolite Seat Models 
ate Starter, Ross Steering Gear, Goodrich Safety Tires, 
re- Timken Bearings, Tillotson Carburetor, Delco- $325 & $350 
- Lovejoy Shock Absorbers. 
eek . At RICHMOND, INDIANA 
Doors and rear quarter of body now lined to match : 











upholstery. Many other body refinements empha- 
old size the car’s outstanding value. 
an 

















ers } 
Salt | 
: NEW CROSLEY RADIO [omscunemu] | 
on Through Quality | 
a In circuit development, audio improvement, and design, Crosley Radio oo Pr | 
jult n circui . , » Cc 

reaches a new high in value this season. Pictured is the extraordinary Curve- ; BAND $69-95 
” flector receiver embodying feather-touch electrical tuning, 8 tube super- Curveflector with automatic feather touch tuning 
gs heterodyne circuit, 3 bands and the amazing new curved tone diffuser 1 
ty, called the CURVEFLECTOR. Crosley radio quality is evident in radio | 


uld 
in” 


construction procedure ... such as cadmium plated all metal spot welded chassis compensated for all tem- 
perature changes . . . switches with silver plated contact points . . . ball-bearings in tuning mechanisms. . . 
etched dials . . . individually balanced speakers. | | 


Crosley Radios are manufactured in all popular types and models. Prices begin at $7.99 and offer dealers 
a full line of smashing superiority at every price level. 


THE CROSLEY CORPORATION 


WLW—Home of “the Nation’s Station’’—70 on your dial 
POWEL CROSLEY, Jr., President CINCINNATI 
See the Crosley Building at the New York World’s Fair 
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The New Deluxe 


PROGREOU 


gets the power for its 


“CYCLONE SUCTION" 


from a trouble-free 


4h 

| HE new Progress actually purifies the air as it vacuum 
cleans. A wand type cleaner, its new Duplex Carpet Nozzle 
picks up lint, hair and other surface litter instantly, at the 
same time it completely air-washes the carpet, removing 
all of the deeply imbedded dirt. And, before the exhaust is 
passed back into the room, it is filtered through the Prog- 


ress’ special “Germ Trap.” 


Three turbine-type blades create the ““Cyclone Suction” 
and a trouble-free Black & Decker 


Motor provides the power. The extraordinary freedom 


in the new Progress 


from service calls enjoyed by Progress Dealers is again 
clear proof of the buill-in dependability of vacuum cleaner 


motors designed and manufactured by Black & Decker. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 


universal motors to the improvement of their products. 


BLACK & DECKER 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application 


of Universal Motors 
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Evanoil Tells Story in Minneapolis 





Sixty-five salesmen of the Janney-Semple-Hill organization, distributors for Evanoil 
oil space heaters in the northwest, attended a sales conference at the Hotel 
Nicollet recently. The sessions were conducted by Ralph Beale, field supervisor 
and J. C. Goldrick, public relations director. 





A $30 trade-in for the old washer on 
purchase of a Crosley, bringi the 
price, with the trade-in, to $54.95 was 
offered by The May Company of Den- 
ver as one of its late June specials. 


* * * 


September 7, 8 and 9 were the dates 
for the annual convention of the Rocky 
Mountain Electrical League. Estes 
Park, Colo. was the chosen meeting 
place. 


* * * 


Mystery, magic and astrology were 
offered by the Howell Electric Com- 
pany of Reno, Nevada as part of their 
free show which ran for four consecu- 
tive nights June 27-30. The perform- 
ances were held in their own store, the 
newly installed model kitchen serving 
as background for the event. Of course 
the wonders of electric conveniences 
formed part of the magic displayed. 
In addition an astrologer answered 
questions from the audience and pre- 
sented horoscopes, while a comedy 


| silent magician did amusing sleight of 
| hand. Captain Roy E. Butler of screen 


and radio fame acted as master of 
ceremonies and did some radio demon- 
strating with the new G.E. 1939 model. 
The performance varied each night 
and customers were invited to come 
to see all four. The dedication of the 
kitchen was part of the program. 
* * * 


A new Norge store recently opened 
in Reno, Nevada under the title of the 
Good Housekeeping Shop, with Elmo 
P. Humphreys and Wray Heath as 
owners. A full page ad announced the 
opening, which was marked by a sur- 
prise contest with an electric refriger- 
ator as prize. 

- * 7 


A roaster stand and a 12-lb. ham 
were given free with an Everhot 
Roaster in the special offered by eleven 
dealers in oenix, Ariz. during June. 
Korrick’s, selling this equipment, an- 
nounced a two-day store demonstra- 


| tion, 


* * * 


Ironrite ironers were given a day’s 
demonstration at the Dorris-Heyman 
Company of Phoenix, Ariz. recently. 
Easy terms and a trade-in allowance 


| on your old ironer was announced. 


*_ * * 


A “special trade-in sale”, allowing 
$15 for the old washer on purchase of 
a new Easy, was a feature of Bar- 
row’s Furniture Company advertising 
in Phoenix newspapers toward the 
end of June. 


*-_ * * 


A series of refrigeration discussion 
forums held by the refrigerator dealers 
of San Diego, Calif. has brought out 
the fact that they believe sales profits 





are being endangered by practices ip 
volving unnecessary discounts, over 
allowances on trade-ins and by othe 
inadvisable methods. Constructiy 
steps to abandon such practices wer 
outlined. 

> &.@ 


Completion of the spring refrigerat 
campaign sponsored by the Electricd 
Appliance Society of Northern Cai 
fornia brought announcement of win 
ners in the window display contest 
Herbert Dasteel, Nathan-Dohrman 
Co., San Francisco won first prize fo 
the San Francisco Bay district, Charles 
H. Bishop, Redlick-Newman Co., Sal 
Francisco, was second. In _ Distric 
No. 2, first prize went to Joseph 
Ralph, of Breuner’s Sacramento store 
second to Lowell F. Sheldon of th¢ 
Sears-Roebuck Company, Sacrament 
In District No. 3, first prize winner 
was C. Harlie Power, C. Harlie Powe 
Co., Livermore, second was Claxton 
White, Claxton White Company 4 
Pittsburg. 


* * * 


The Keith-O’Brien department stor¢ 
of Salt Lake City has recently re- 
modeled its fifth floor to make room 
for an electric appliance department 
which is headed by E. Walter Peter- 
son, with Marie Ford as his assistant 


*_ * * 


Gough & Thompson of Vancouver, 
B. C. recently celebrated their elevent! 
year as jobbers in that district b 
taking on the line of the Gilson Snow- 
bird washer. The firm has just great) 
enlarged its fixture show rooms. 


*_ * * 


Electric water systems for the farm 
formed the subject of a dealer cam- 
paign May 15 to June 15 throughout 
the territory served by the Puget 
Sound Power & Light Company in 
western Washington. “Every Sale— 
First a Prospect” was the theme se- 
lected for the campaign by R. W 
Clark, merchandise manager for the 
utility, thus emphasizing the impor- 
tance of prospect getting as the pre- 
liminary basis for later sales. A prize 
winning window display contest for 
dealers was a feature of this year's 
campaign. 


* * * 


A small 8-page paper entitled 
“Reddy Kilowatt’s Restaurant Review 
is being published monthly by the 
Portland General Electric Company o! 
Portland, Ore. and used as a means 
of calling attention to the advantages 
of electric cookery in serving food to 
the public. Publicity given through 
this medium to restaurants making 
electrical installations is valued and is 
in itself considered a strong selling 
point by many prospects. 
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54 Electric Fence Makers 
Register 


CHICAGO, ILL.—About nine years 
ago a man named Ed Gingler worked 
out an electric fence idea with a Tom 
Stewart up near Mukwonago, Wiscon- 
sin. As county agents promoted the 
jdea of crop rotation and contour farm- 
ing, the need for such a device grew, as 
farmers could not move heavy, permanent 
fences, and needed something to hold 
their livestock in check, as they pastured 
them on different portions of their land. 

Wisconsin, first to see the electric 
fence, has probably seen more of it than 
any other part of the country. So a list 
of 54 manufacturers recently announced 
by J. E. Wise of the Industrial Commis- 
sion of the state, possibly is the most 
complete to date. On the market today 
are 108 6 volt models, and 35 110 volt 
sets 

Two principles are commonly em- 
ployed to send the electric surge on its 
journey to whip the livestock away from 
the fence. One consists of a balance wheel 
similar to that used in a watch, with a 
breaker and a solenoid. The second prin- 
ciple employs relays. 

Distribution of fence controls started 
on something like the old lighting rod 
agent basis. Fifty porcelain insulators 
went along in the primary sale, and as 
these were not nearly enough, farmers 
soon began calling on electrical and hard- 
ware dealers for more. These in turn 
asked distributors and jobbers for stock. 
Curiously enough, little has been done to 
date to distribute controls through regular 
channels, though several manufacturers 
are said to be toying with the idea. 

With the Underwriters Laboratories in 
Chicago making tests on controls, and 
standards of safety being set up, with 
large corporations looking into the pic- 
ture, the market is today in a state of 
ferment. The fact that Sears Roebuck 
is carrying these controls*is proof that 
the market is ripe, inasmuch as that great 
mail order firm does not do much pioneer- 
ing. 

Average price for controls is around 


$15, and dealers are getting about a 30 
per cent gross profit. Controls are stand- 
ard items in small town electrical and 


radio dealers stores where country trade 
congregates. 
The manufacturers of approved con- 


trols on record June 1, 1939, in Wiscon- 
sin was as follows: 

Allied Radio Corp., Chicago. ; 

Babson Rros., 2843 W. 19th St., Chicago. 


Badger Electric Fence Co., Appleton, Wis. 





Barb Electric Electric Mfg. Co.), 
Kokomo, Ind. 5 é. 
Boettcher Electric Fence Co., Waukesha, Wis. 
Brown Fence Wire Co., 6520 Juniata Ave.. 

Cleveland 
Bussey Pen Prod. Co., Chicago. 
Coast to Coast Stores, Minneapolis. 
Cobune Ons Wire, Whitewater, Wis. 

p G. L. F. Farm Suggaes, Ithaca, N. Y. 
Crise Electric Fencer Co., Mount Vernon, Ohio. 
Cussins & Fearn Co., Columbus, Ohio. 

Dayton Electric, Chicago. 

Electric Cowboy Co., Chicag 

Electric Service Systems, 
Minneapolis 


(Diller 


“$549 Nicollet Ave., 


Electric Timed Products Co., 1375 N. Branch 
St., Chicago. : 
Electrite Fence Co. (Coburn), Whitewater, 


Wis. 
Farm Electric Mfg. Co., 
Kansas City, Mo. 
Gamble Stores, Minneapolis. 
Globe Electric Fence Co., 
St., Milwaukee. 
Globe Machine & Mfg. Co., 
nesota ; 
Guarantee Products Corp., Wellington, Ohio. 


1420 Wabash Ave., 


821 W. Winnebago 


Albert Lea, Min 


Hibbard-Spencer-Bartlett, Chicago. 
ay wae Co., 4272 N. Wilson, Shorewood, 
is. 
Hovey-Hayes Co., Kansas City, Mo. 
Ideal Mfg. Co., West Allis, Wis. ; 
Ives Engineering Lab., 2212 W. Kenzie Ave., 
Chicago. 


Kingston Prod. Corp., Kokomo, Ind. 
Klumb Electric Mfg. Co., Milwaukee. 
Leterstone Sales Co., Chicago. 
McGee Radio, Kansas City, Mo. 
Montgomery Ward & Co. Chicago. 
National Company, 430 S. Green St., 
National Carbon Co., New York, 
National Co-operatives, Chicago. 
Northern Signal Co. Milwaukee. 
Parker-McCrory Mfg. Co., Kansas City, Mo. 
Prime Manufacturers Co., Wilwaukee, Wis. 
Roberts Electric Fence Co., Waukesha, Wis. 
Sears-Roebuck & Co., Chicago. 
Sentinel Electric Fence Control Co., 


nati. 
Shurway Mfg. Co., Osseo, Wis. 
Southern States Co-operative, Richmond, Va. 
Sparks-Withington Co., Jackson, Michigan. 
Spiegel, Inc., Chicago. 
Super Electric Fonee Co., Wabash Ave., 
hicago. 
Universal Electric Fence Co., 
Wholesale Electric Fence Co., 


Chicago. 
Yy. 


Cincin- 


1516 


Oostburg, 
Hales Corners, 


Wis. 
Wholesale Radio Service, Chicago. 
Western Auto Supply, Kansas City, Mo. 
Wind Electric Supply Co., Kansas City, Mo 
World Electric Fence Co., Chicago. 





ANCHOR LITE CHANGES NAME 


Pittsburgh, Penn., July 10—Anchor Lite 
Appliance Company with headquarters at 
Pittsburgh, Penn., and Wheeling, West 
Virginia, has just announced a change in 
name to Anchor Distributing Co. The 
financial structure and ownership of the 
company remain the same. 

Extensive alterations have just been 
completed in the Pittsburgh offices, 955- 
957 Liberty Avenue, including the instal- 
lation of air-conditioning. Chrysler Air- 
temp air conditioning equipment was used 
since Chrysler air conditioning apparatus 
is the newest addition to the Anchor Dis- 
tributing Company’s well rounded line. 











5,000,000th Frigidaire Off the Line 














Frigidaire released its 5,000,000th unit from the production lines recently—a 


record for one company—and C. F. “Boss” 


Kettering, in charge of research for 


General Motors (right) and E. G. Biechler, general manager of Frigidaire, 


took time out to give the historic a once-over. The unit was a 
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"“Cold-Wall" model. 
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PARADE CONTINUES 
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U.S. PATENT 
(NO. 2,008,067 
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LABORATORY TESTS 


PROVE 


THAT PROGRESS 
TRAPS THE GERMS 


Progress is more than just a Vacuum Cleaner—it purifies the 
air as it cleans. The Germ Trap frees the air from harmful 
dust and bacteria, making the home a safer place to live. 


The Progress Germ Trap protects the motor from all dirt and 
grit, thus insuring longer life and greater customer satisfaction. 


Cw 


Certified Laboratory "GERM TRAP TESTS" are 
on file at Progress’ Offices and copies may be 


obtained upon written request. 








U. S. PATENT NO. 1,765,784 


SEE YOUR DISTRIBUTOR — OR WRITE FOR 

LITERATURE DESCRIBING THE MANY OTHER 

FACTORS RESPONSIBLE FOR PROGRESS' 
GROWING POPULARITY 


THE PROGRESS VACUUM CORPORATION 


OHIO 


CLEVELAND 
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NEW MERCHA 








THOR Washers 


Hurley Machine Div. Electric Household 
Utilities Corp., Cermak Rd. and 54th St., 
Chicago, Ill. 

Models: 3 Super 1940 models—9-72P 
9-106P and 9-74P with new Thor 





Selim i s 8 lbs pacity white 
pe ela 14 1. deep, full ypen 
top IDd« lated Thor Supe 
igitator 6 vanes, full height of agita 
t “ h is 124 in. | h; full widtl 
louble-bar release wringer with handy 
full end pressure-reset; no pressure 
adj ustme extra wide frame, 2 in 
cushion rolls; streamlined drive unit 
with hardened steel gears; vented 


heavy dome tub cover with hook to 
hang cover on; permanently lubri 
cated, quiet precision built mechanism 
mcealed; + h.p. motor, beltless direct 
lrive; Thor quick-drain motor driven 
emptying pump, bayonet-type hous« 
mounting; white lacquer enamel 
finish. 
Prices: 9-72P, $59.95; 9-106P, $79.95 
and P-74P, $69.95.—Electrical Mer 
handising, August, 1939 





MURPHY Cabranette 

Dwyer Products Corp., Michigan City 
Device: Murphy Cabranette 400 port- 

able kitchen unit for hotel rooms, 
apartments, guest houses, offices 
elling Features: Self-contained kitchen 
units available in various combinations 
of sink, refrigera hot plates, ovens, 
storage drawers. “A’ 
on 110 volts a.c. 50-60 cycles, avail- 
able in combinations of sink, two 
3-heat Chromalox surface units, work 
table top, refrigerator, cutlery drawer 
and storage cabinet; available with 
or without sink. “B” series operates 
on 110-220 volt 3-wire a.c., and comes 
in combinations with oven, broiler, 
surface units, refrigerator, and with 
or without sink. Il models occupy 
21x48 in. floor space; refrigerator 
unit is equipped with porcelain enamel 
freezing unit; 2 ice trays of 24 cubes 
each; adjustable temperature control : 
interior light; porcelain interior: 
cover is equipped with light to illu 
minate work top which automatically 
lights when cover is raised; safety 
switch cuts off current to top burners 
when cover is closed; black acid re 


< 


series operates 
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sisting porcelain work top; white 
sink and bowl. For additional storage 
space an upper storage cabinet is 
available 24 in. high, 40 in. long and 
133 in. deep; no door handles—magic 
tabs of stainless steel are pressed to 
open refrigerator and other doors; 
opalescent finish on furniture steel. 





Prices From $182 f.o.b. factory.— 
Electrical Merchandising, August, 
1939. 


abe 
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SILEX Tea Maker 

The Silex Co., Harttord, Conn. 

Silex Spray Tea Maker. 

Selling Features: Consists of ordinary 
Silex glass coffee maker lower bowl, 
a special vented upper bowl and a 
spray tube; brewing operation is simi- 
lar to coffee maker except vent hole 
in stem prevents water from rising 
until it is at active bubbling boil, 
when it goes up the tube, sprays, still 
boiling, down on top of tea leaves; 
period of infusion may be regulated 
to suit taste, after which brewed tea 
is automatically drawn to lower bowl 
where it may be kept at drinking 
temperature. Complete electric and 
non-electric tea makers are available 
as are special vented upper bowls and 
tea sprays for use with present Silex 
coffee makers.—Electrical Merchan- 
dising, August, 1939. 


J 


Device: 





HORTON Ironer 


The Horton Mfg. Co., Fort Wayne, Ind. 


Device: “Do-All” portable ironer. 

Selling Features: Centrally located 
finger-tip control convenient for use 
with right or left hand; full size roll, 
20 in. long ; irons 2000 sq.in. per min. ; 
has same ironer shoe construction 
that is standard on Horton DeLuxe 
cabinet type irons.—Electrical Mer- 
chandising, August, 1939. 





Model: Nos. 


Selling Features: No. 











DOMINION Waffle Iron 
Dominion Electrical Mfg., Mansfield, O. 


598 and 599 Double 


Decker waffle irons. 


599 automatic 
makes 2 full size 74 in. waffles in 
approximately same time as ordinary 
iron makes single waffle; indicator 
can be set for light, medium or dark 
waffles; signal light glows when iron 
is ready and when waffles are cooking, 
when done the light goes out; ex- 
pansion hinges for upper and lower 
irons; large tray base catches over- 
flow; walnut handles. 

No. 598 same as 599 only it is non- 
automatic with heat indicator. 

Prices: No. 599, $10.95; No. 598, 
$8.95.—Electrical Merchandising, Au- 
gust, 1939, 





CORY Coffee Brewers 


Glass Coffee Brewer Co., 325 N. Wells St., 
Chicago, Ill. 


Selling Features: Streamlined with 
platinum strip trim; hinged decan- 
ter cover; stand or cover for upper 
glass; easy grip Bakelite handle; 
2-tbls. coffee measure; “Fast-Flo” 
Cory glass rod filter; pouring lip on 
lower bowl; heat resisting Corning 
glass; 2-heat unit; wide neck. 

Models: Royal, and Regent, 7-8 cup ca- 
pacity; Dinette and Cadette, 46 
cups; Banquet and Family Circle, 
10-12 cups. Royal Deluxe tray set 
consists of walnut Brentwood tray 
with scalloped edge hold, a Royal 
coffee brewer and matching glass 
sugar and creamer. 

Prices: Royal, $6.45; Regent, $5.95; 
Dinette, $5.45; Cadette, $4.95; Ban- 
quet, $7.45; Family Circle, $6.95; 
Royal Deluxe tray set, $12.50.—Elec- 
trical Merchandising, August, 1939. 
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SUNBEAM Mixmaster 


Chicago Flexible Shaft Co., 
5600 Roosevelt Road, Chicago, /i/. 

Device: Sunbeam Mixmaster with auto. 
matic Mix-Finder. 

Selling Features: Automatic Mix. 
Finder is calibrated so user can tun 
dial to correct mixing speed for an 
job from creaming potatoes to blend- 
ing salad dressing; a mixing speed 
for each operation plainly indicated o 
dial, ready to be tuned in; automat 
power control maintains speed for 
which it is set without variatio: 
whether batter thickens or thins dur. 
ing mixing. 

Price: $23.75 (west of Denver, $24.50 
—Electrical Merchandising, August, 
1939. 
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NATIONAL Roaster 


National Stamping & Electric Works, 
3212 W. Lake St., Chicago, Ill. 

Model: No. 444. 

Selling Features: Cooks, bakes, roasts, 
simmers; high-low element 640 watts 
high, 210 watts low; removable inner 
cooking well of extra heavy gauge 
steel finished in ivory vitreous enamel; 
ivory body with black base; seli- 
basting cover, with two large adjust- 
able air vents, finished in red vitreous 
enamel with black handle; wire rack 
used in cooking well for baking; 6 
qts. capacity; 11 in. high, 123 in 
diam., weighs 16 lbs.; 32-page hand- 
book with recipes and menus approved 
by Household Science Institute. 

Retail Price: $9.95.—Electrical Mer- 
chandising, August, 1939. 





RIVAL Broil-O-Mat 


Rival Mfg. Co., 307 Westport Rd. 
Kansas City, Mo. 


Selling Features: Hinged cover makes 
broiling unit automatically adjustable 
to various heights, no holding neces- 
sary; specially constructed convex 
radiant heat reflector ; aluminum _ 
ter can also be used to serve meats 
hinged cover also permits carving 
without interference; 2 sizes: NS132'), 
platter size, 95x13 in. ; NS1500, pla 
ter size, 103x17 in. 

Prices: NS1320, $7.95; NS1500, $11.95 
—e Merchandising, Augus 
1939. 
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HE HAS DONE MORE WASHINGS @ OFF in a quiet corner of the mammoth 


Blackstone plant you'll find Gunnard 
THAN ANY WOMAN YoU KNOW! Oberg. Some days you'll catch him, as 


our photographer did, accurately measur- 
ing, with a photo-electric instrument, the precise degree of cleanliness obtained by different washing methods. Some days 
you'll find him elbow deep in soap suds and hot water. Gunnard heads-up Blackstone’s Research and Development Depart- 
ment. He “does” more washings in a month than many women do in a lifetime! * * * Gunnard Oberg doesn’t guess about 
anything... be knows! When his staff developes some improvement that /ooks better. . . it's designed, built, and tested. It 
must prove that it is better before Blackstone adopts it. In the experimental room, almost any time you'll find a dozen 
machines running continuously under actual load conditions... grinding out the equivalent of ten, fifteen...twenty years 
of service wear. And it’s from this relentless research that such achievements as “Hydractor”’ Action are born. * * * No 
wonder Blackstone dealers know that whether it be a better control or a completely new machine ... Blackstone has tried 


and proved it to the nth degree long before it ever saw the production line. 


BLACKSTONE MFG. CO., INC., JAMESTOWN, NEW YORK 
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= 
= 
= 
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LACKSTONF 


5 BUILDING FOR 


LEADERSHIP 


* ue lw 


tf 













toaster, grill and waffler; No. 5061 
combination sandwich toaster and 
grill; No. 5072 twin waffler with 
heat indicator; No. 5082 automatic 
waffler with signal light; No. 5071 
indicator waffler; and No. 5053 auto- 
flip toaster. 

Prices: No. 5060, $6.95; No. 5061, 
$4.98; No. 5082, $6.95; No. 5071, 
$4.98; No. 5072, $9.95; No. 5033. 
$2.98.—Electrical Merchandising, Au- 
gust, 1939, 
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MELLO-CHIME Door Chimes 


Mello-Chime & Signal Co., Inc., 220 W. 
42nd St., N.Y.C. 


Models: 2 new triangular models and 
u complete line of 2 and 4 tube 


models 











Selling Features Triangular model 











front door, 2 separate and distinct 
1otes for rear door, dinner service 


and maid calls; cover plate of burled a es . 
Morocco Amboyna wood or dark Models: 3 types—Super-Circulator, 6 


cca auntie tatetl models ; Radiant-Circulator, 3 models ; 

Wom tiie tanidie ote tuaiidilic te and a twin burner console model. 
me and 2-door types with newly de- Selling Features: Super - Circulator 
signed cover plates 4 — —- — and all-over 

2 aes a _ circulating heat; forced warm air cir- 

$9 95. (se. odhogg © Ped nag Ra culation accomplished through special 

a ey ~The ce ig p. design and construction of Heatflow 
phony 801, $44.50. Electrical Merch- "fee > : : 

dicina, Aumunt. 1930 features which consist of heat boost- 

, ’ , ing fins; chimney-like construction; 
adjustable heat reflector doors; alum- 
inum lined, Bakelite handles; auto- 
matic heat control; automatic draft 
control; flame jewel window; built-in 
humidifier; removable top for clean- 
ing. 

Radiant-Circulator models similar to 
Super-Circulators but do not have heat 
boosting fins; doors do not have as 
much volume but do have more cir- 
culation; grille work casing. 

Twin-Burner console equipped with 
twin burners which operate inde- 
pendently ; give range from a high of 
55,000 btus per hr. for both burners 
to low turn-down heat of single 6 in. 
burner of 8500 btus. Duroplastic 
enamel finish with chrome plate trim. 


vice Iron designed for flat work — Merchandising, August, 


such as sheets, pillow cases. 


The Coleman Lamp and Stove Co., 
Wichita, Kansas 



























































































KNAPP-MONARCH Iron 
Knapp-Monarch Co., St. Louis, Mo. 


v 


yelling Features: Smooth round sur- 





FARBERWARE Tea Robot 


S. W. Farber Inc., 141 S. Fitth St., 
Brooklyn, N. Y 


Device: 6 and 8 cup automatic Tea 


Robots No. 625. 


Selling Features: Automatically turns 


off when water has boiled; brews tea 
to strength to suit taste; automati- 
cally keeps tea hot; black ebonized 
or walnut handle; 6 cup model 8% in. 





K-M Biscuit Baker 
Knapp-Monarch Co., St. Louis, Mo. 


Selling Features: Accomodates 8 latge 


12 Gem sized biscuits; heat indicator 
in front panel acts as guide to connect 
baking temperature; biscuit cutter 
and biscuit server; also recommended 
for use as potato baker, warming 
oven; 12 in. long, 6 in. high. 


Price: $10.95.—Electrical Merchandis- 


ing, August, 1939. 
v 





Prices: Model 50, $99.50; Model 25, 


Se 


in 2 baked enamel finishes—dark 
brown and ivory. 

Model 25, equipped with dual Air. 
mat Drifilters which can be changed 
without opening window; 4 direc. 
tional outlet grille; noise silencer; 
1/20 h.p. free floating motor, 80 watts 
can be used on 25, 50 or 60 cycles; 
sirocco blower fan, 250 cfm; variable 
volume control; recirculation with fil- 
tration; outside air inlet screened; 
dark Maroon or Ivory baked enamel 
finish. 


60 cycles, $69.50, 25 and 50 cycles, 
$74.50. — Electrical Merchandising, 
August, 1939. 





WESTINGHOUSE Water 
Heater 


Westinghouse Electric & Mfg. Co. 
Mansfield, O. 


Model: 2-gal. non-pressure type water 


heater No. 2-NPC-1. 


Selling Features; For rural, commercial 


and minimum bill customers; 1250 
watt Corox element; thermostat ad- 
justable from front permits water 
temperature variance from 120 to 170 
degs. F.; tinned copper tank; Z- 
shaped baffle over cold-water inlet; 
insulated with glass wool; white Du- 
lux finish, 64x104x174 in.; hanging 
brackets and 6 ft. rubber covered cord 
standard equipment. 


Price: $24.50.—Electrical Merchandis- 


ing, August, 1939. 
v 





lace encourages dust-cloth type of 
action which leaves sheen on fabric: 
Dur-a-life embedded element: K-M 
eat indicator; switch cord and Bake- 
lite handle; all-round safety guard AIRGARD Air Filters 
gives a convenient rest position by Airgard Mfg. Co., 609 N. La Salle St eaters 
turning iron on Ss! le _ F * : r 
Price: $5.95.—Electrical Merchandising egg rien cag agen s 


102 “Lyric Tenor ’ has a single tenor high, L cup poet > high _o 
note; modernistic finish in black and ae with aa e ~ ed shown 
white. Triangular model 301 Har- a 7 wit TF team 18ieht 2 he 
mony Deluxe had double harmony on ‘- a ah ‘dle po — 
tone striking simultaneously; ivory nut or ack e¢bonize andie an ‘ 
und French gold; or white, black and Percy 6 del, $8.95; 8 det di 
silver finish rice: cup mo el, \. 4 cup mode 

Symphony 800 and Symphony De- a Merchandising, Au- ra 
luxe 801 4-tube models play 8 suc- : gust, 1939. 

essive Westminister chime notes for COLEMAN Oil Space Heaters v « 








August, 1939 









American Stove Co., Lorain Div. Lorain, 


Models: No. 50 and 25 window ven- : 
Ohio 


tilators and air filters. 

Selling Features: Model 50, self-con- 
tained air filtering window-type air 
conditioner, fits any sliding window; 





v 





Device: New line of circulating and 
radiant type oil space heaters. 
Selling Features: Four Deluxe models 


WESTINGHOUSE Sandwich 
Grill 


Westinghouse Electric & Mfg. Co. 
Mansfield, O. 

Model: STC-24. 

Selling Features: Dual purpose front 
handle lifts top grid or acts as support 
for top grid; removable tray; waffle 
grids, easily inserted and removed are 
available as accessory ; 800 watts, a. c. 

Device: 5 table appliances in modern- or d. c.; chrome finish with wood 
istic Candle-light design, chrome fin- handles. 
shed with honey-maple finish handles: Price: $6.95.—Electrical Merchandising, 
No. 5060 combination sandwich August, 1939. 



















SAMSON Matched Appliances 
Samson United Corp., Rochester, N. Y. 
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large Airmat Drifilter removes pollen, 
dust and other particles from air; 
500 cfm capacity; specially designed, 
acoustically treated sound deadening 
chamber muffles street and mechanical 
noises; room air may be recirculated 
and refiltered; accessories available 
for converting Model 50 into a sum- 
mer cooling, winter heating and 
humidifying, or year ‘round condi- 
tioner; finger-tip adjustment and 
variable speed fan gives positive air 
control; entire drive unit mounted on 
removable chassis for easy access; 
weather-proof steel cabinet available 
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with 13, 10 and 8 in. burners and 10, 
6 and 5 gal. tanks have radio-type 
control; concealed tank and humidi- 
fier draft regulator; Breese burners; 
pilot ring in burner; brown 2-tone 
finish; model illustrated, 2227-1 has 
10 in. burner and 6 gal. tank. 

Radiant types in round and square 
models have 8 and 10 in. burners and 
are equipped with automatic control 
and draft regulator; also available 
with metering valves; round models 
black finish, square models 2-tone 
brown finish.—Electrical Merchandis- 
ing, August, 1939. 
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There's LOVE Money for You Ay 


| DUPERFEX 


eI ed: 


7 OIL BURNING SPACE HEATERS 
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“I don’t worry now, when the 
children play on the floor.” 






Because .. the SUPERFEX line 
is time-proved! 


—And only SUPERFEX has patented heat- 
directing shutters which send warm, radiant heat 
rays to floor and living zone* (See diagram) 
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lis 
@ It’s just the plain A-B-C of more profitable selling to 
sell the SUPERFEX line. For SUPERFEX is a proved line 
—gives you exclusive selling features—is free from those costly 
servicing “bugs” that eat into profits. 

Hundreds of thousands of sales, plus Perfection Stove Com- 
pany’s long experience as the world’s largest builder of oil 
burning equipment for the home, have proved SUPERFEX 
dependable. And for nine years, powerful advertising and 
merchandising have kept SUPERFEX an easy-to-sell leader. 

Consider this, too: only SUPERFEX Heat-Directors have 
adjustable shutters—one of the most practical features ever 
devised. SUPERFEX not only circulates heat, but, more im- 
portant, it directs cozy, radiant heat rays outward and down- 
ward to floor and living zone,* without extra-cost fans or 
blowers. And this feature is exclusive with SUPERFEX! 

Get extra profit by getting into this fast-growing business 

m, now—with SUPERFEX—the extra-profit line for fall merchan- 
dising. We'll gladly prove that SUPERFEX can make more 
NEE Ne a ene ee kn Oe ee Lee eS, ER a 
. Complete line, in both Heat-Director and Radiant PERFECTION STOVE COMPANY 

) models with removable reservoir. Models also available 7197-B Platt Avenue, Cleveland, Ohio 

with constant level valve (plus thermostatic control if de- Yes, I'd like to make more money. Please send me details about the SUPERFEX line. 
sired) for use with outside fuel supply. Send coupon 


today for complete information. 
5 Name — — aie 


*The living zone is the lower part of rooms where people 
live—the space where they especially need heat. Street __ Post Office cl 


PERFECTION STOVE COMPANY 


7197-B Platt Avenue Cleveland, Ohio 





MODEL 1231—one MODEL 1305— 
of SUPERFEX Heat- one of SUPERFEX 
Director models. Radiant models. 








County ——— ll 


The Mark of Quality 
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strations. 


streamers - 


Outstanding quality since 1911 


A complete line — Popularly priced 


All models guaranteed 2 years 


Friendly and close dealer cooperation 


Liberal discounts — Quick sales — Big Profits 


Cadillac is attractive — modern — efficient 


A model for every purse and purpose 


Approved by Good Housekeeping Institute 


Advertised nationally in leading women’s magazines 


We furnish booklets—circulars—displays—envel- 


ope stuffers—window posters—catalog pages and 


many other sales helps—FREE 


This beautiful cyl- 
inder type model 
is remarkable. Has 


9) 


2 speed _ control 


retails for 
only $59.95, com- 
plete with all at- 
tachments. 


and 


Millions of women will read about Cadillac. 
interesting booklet by Helen Graehling, entitled “It’s A 
Woman’s Business,” is being distributed nationally and 


you stock Cadillac. 


displays - 









CADILLAC 


‘39* 





Write for complete details 
and description. 


We offer a complete line of popular 
priced models—cleaners for both on 
and off the floor use—cleaners with 2 


speed control—with pilot lights— 
cleaners that will sell. Illustrated is 
model 143, a Cadillac streamliner 2 


speed motor. 


Cadillac Advertising Will Appear In 
These Leading Magazines: 


AMERICAN HOME 

AMERICAN MAGAZINE 

CHILD LIFE 

COUNTRY GENTLEMEN 

GOOD HOUSEKEEPING 
HOUSEHOLD MAGAZINE 
PARENTS’ MAGAZINE 
SATURDAY EVENING POST 
WOMAN'S HOME COMPANION 


Our new 


women everywhere will be requesting Cadillac demon- 
Envelope stuffers — circulars — window 


newspaper mats and other sell- 


ing helps—FREE. You can cash in on the big profits if 


WRITE FOR DETAILS NOW 


CLEMENTS Mfg.Co. °° °.\e 


NARRA 


> 


>ANSE Ty 
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K-M Grinder 


Knapp-Monarch Co., St. Louis, Mo 
Device: “Labor-Saver” grinder: 
Selling Features: Motorized power unit 

that will handle difficult jobs of meat 
grinding, chopping, shredding, juic- 
ing, and grating; complete with meat 
grinder attachment; shredder, grater 
and juicer attachments additional: 

a. c., d. c. motor. 

Price: $16.95.—Electrical Merchandis- 

ing, August, 1939. 





HANKSCRAPFT Bottle Sterilizer 
The Hankscraft Co., Madison, Wis. 


Device: No. 706 Baby Bottle Sterilizer. 

Selling Features; Sterilizes 8 standard 
sized baby bottles, nipples and other 
accessories in live steam; starts 
quickly and shuts off automatically at 
end of proper sterilization period; 
automatic control; white and black 
porcelain enamel. 

Price: $8.50.—Electrical Merchandising, 
August, 1939. 


HAMILTON BEACH Food Mixer 
Hamilton Beach Co., Racine, Wis. 

Device: Model E food mixer. 

Selling Features: Bowl shifting de- 
vice with new improved control lever 
located in mixer base; 1-piece beater 
unit with new easier to clean beaters : 
new sturdy drive shafts with new oil 
seals designed to eliminate leakage; 
full-powered, multispeed motor oper- 
ates at any speed desired with ful! 
power at all speeds, automatically 
controlled by electrical governor: 
motor equipped with radio interfer- 
ence eliminator; portable motor lifts 
off stand with one hand—nothing to 
release or detach, single switch can 
be operated by same hand that holds 
mixer; same attachments that were 
used on models B, C and D will fit 
new model E; juice extractor and 
other attachments sold separately; 
available in white or ivory finish 

Price: Mixer only, $21; with juice ex- 
tractor, $23.75.—Electrical Merchan- 
dising, August, 1939. 







































( WHY DO | STOCK AND 
SELL G-E MAZDA LAMPS? 
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‘,..and my customers know more about G-E MAZDA lamps than 
all the other brands put together. I don’t have to waste time selling 
them on quality. My customers already know that G-E MAZDA 
lamps are made right and that they stay brighter longer. 


“As a result of all this advertising, my customers are pre-sold on 
G-E MAZDA lamps when they come in. That saves me time to sell 
larger lamp bulbs and make more profits!” 





* * * 
a bebove if If you don’t sell General Electric MAZDA lamps, you owe it to 
) » ornel yourself to find out how valuable a G-E MAZDA lamp franchise can 
: er cae be. Phone or write the nearest G-E MAZDA lamp wholesaler in 


your territory for complete details. 


G-E MAZDA LAMPS 
This ad is typical of the interesting G-E GENERAL @ ELECTRIC | 


MAZDA lamp selling ads in today’s magazines. 


for each | 
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WESTINGHOUSE Waffle Irons 


Westinghouse Electric & Mfg. Co. 
Mansfield, O. 


Vodels: WFT-4 twin waffle iron and 
WF-24 non-automatic 

WFT-4 twin bakes 
2 waffles at once or only 1 grid can 
be used; dual heat indicator 600 
watts; a.c. or d.c. chrome finish, nat- 
ural walnut drop handles. WF-24, 
non-automatic waffle iron has im- 
proved element and temperature indi- 
cator; 600 watts 

Prices: WFT-4, $7.95; WF-24, $4.95 

Electrical Merchandising, August, 

1939 


Selling Features 


TOASTMASTER Toasters 


McGrow Electric Co., Toastmaster 
Products Div., Elgin, Ill. 

M odels 2-slice Automatic, 1-slice 
Automatic; 2-slice Jr. non-automatic ; 
2 “Toast ’N Jam” sets, 2 Hospi- 
tality sets. 

Selling Features: Flexible-timer of 
automatic models times each slice 
individually; automatically pops up 


toast and cuts off current; 2-slice, 
1100 watts, Il-slice, 650 watts; Jr 
non-automatic, 900 watts; chrome 
finish; brown Bakelite handles and 
base; Deluxe Toast 'N Jam set con- 
sists of 2-slice automatic pop-up 
toaster, 2 yellow marmalade jars of 
Stang! peasant pottery and walnut 
acid resistant serving tray 


Junior Toast 'N Jam set consists 
of Junior non-automatic toaster; 
walnut serving tray and 2 Stangl 
pottery dishes. 

Deluxe Hospitality set includes 
large walnut acid resisting serving 
tray, 4 lap trays; toast cutting board, 
3 relish dishes of Duncan crystal and 
the 2-slice automatic Toastmaster. 

Standard Hospitality set includes 
same tray and toast cutting board 
as Deluxe set, 2 double compartment 
colored relish dishes of Stangl pot- 
tery, and 2-slice automatic Toast- 
master. 

Prices: 2-slice automatic, $16; 1-slice 
automatic, $9.95; Jr., $7.50; Deluxe 
Toast ’N Jam, $17.95; Jr. Toast ’N 
Jam, $8.50. Deluxe Hospitality, 
$23.95; Standard Hospitality, $19.95. 
—Electrical Merchandising, August, 


1939. © 


TOASTMASTER Waffle Bakers 


McGraw Electric Co., Toastmaster 
Products Div., Elgin, Ill. 

Models: Restyled Waffle Baker and 
Waffle Service. 

Selling Features: Automatic red light 
glows until waffle is browned to per- 
fection, then automatically goes out, 
indicating waffle is done; Toastmaster 
heat control maintains constant ac- 
curate baking temperature; heavy 
interlocking non-overflow type grids; 
650 watts; ac. only; chrome finish 
with brown Bakelite feet and handles. 

Tgastmaster Waffle Service consists 
of a walnut tray, syrup pitcher of 
turquoise blue Franciscan pottery, 
large batter bowl, measuring ladle and 
the new Waffle Baker. 

Prices: Waffle Baker only, $12.95; 
Waffle Service set, $16.95.—Electrical 
Merchandising, August, 1939. 


v 


MAJESTIC Air Conditioner 
The Majestic Co., Huntington, Ind. 


Device: No. 400 convertible oil or gas 
fired winter air conditioning unit for 
low cost homes 

Selling Features: Removable fire cham- 
ber front in primary heater makes 
conversion from oil to gas or vice 
versa possible by simple substitution 
of proper front; super heater radiator 
provides 31 sq. ft. additional heat 
radiating surface ; Minneapolis-Honey 
well controls consist of heat leveling 
thermostat, combination blower and 
limit control, and primary control for 
burner; 2 Dustop filters; Blower de- 
livers from 800 to 1400 cfm; motor 
and blower base rubber cushioned: 
self-aligning bearings have large oil 
reservoirs; 1/6 h.p. motor 110 volts, 
60 cycle, a.c.; oil burner has 1/6 
h.p. long hour motor with built-in, 
fool proof switch, aluminum self 
cleaning fan, GE transformer, quiet 
double universal joint, glazed insula- 


Selling Features: 


Models: 


tors, Monel Metal electrodes and 2- 
stage fuel pump unit; capacity 8 to 
10 gal. per hr.; special gun-type gas 
burner, has gas input of 100 to 140 
cu. ft.; paneled type, surf blue cabinet. 
—Electrical Merchandising, August, 
1939, 


Improved TOAST-O-LATOR 


Crocker-Wheeler Electric Mfg. Co., Am- 


pere, N 


Toasts 3 slices at 
one time; adjustor giving accurate 
speed control can be set to the exact 
voltage of the house current from 
105 to 125 volts; Wind-O-Spy makes 
it possible to see toaster in action; 
no thermostats or clocks; 625 watts; 
a.c. only; removable chromium shell. 

Price: $14.95.—Electrical Merchandis- 
ing, August, 1939. 


v 


ESTATE Range 
The Estate Stove Co., Hamilton, Ohio 


Sarasota, Montrose, Mont- 
claire, Monterey, Hermitage, Cor- 
dova, Blackstone, Shelburne, War- 
wick, Bradford and Brevoort. 


Selling Features: Balanced oven heat; 


single dial control turns on oven heat 
and sets temperature; small pilot 
light remains on while heat is being 
supplied; independent broiler unit 
operated by separate switch of inter- 
locking construction so that oven and 
broiler units cannot be turned on at 
same time; in Montclaire and Mont-. 
rose, broiler is waist-high, drawer con- 
trolled by separate 3-heat switch; 5 
heat Chromalox surface units; 5-heat 
Electricooker standard on all models 
except Brevoort, had 5 qt. aluminum 
cooker pot with 3-piece set of alum- 
inum pans; utensil compartment in 
Montrose, Montclaire, Monterey, 
Blackstone and Shelbourne ; Montrose 
and Montclair utensil compartment 
can be fitted with unit to make it a 
warming oven. Sarasota has 2 ovens 


and 2 broilers, 5 Super-Speed suriac; 
units and an Electricooker. Montros 
and Montclair, popular models, 
equipped with 3 Super-Speed units, 
Electricooker, utensil compartment, 
utensil basket, Grid-All and Toast- 
All; Hermitage combination electric 
range and kitchen heater for coal, 
coke or wood. 

Cordova, combination electric range 
and oil-burning kitchen heater. Black- 
stone work surface and oven located 
in center; burners and utensil com- 
partments on either side. 

Warwick surface burners and oven 
in center with work surfaces on either 
side. Bradford and Brevoort, apart- 
ment models. Bradford has 3 surface 
units and Electricooker, Brevoort has 
3 surface burners only. 

Prices: From $90.95 to $294.95.—Elec- 
trical Merchandising, August, 1939. 


ELECTROMASTER Electro-Pail 
Electromaster Inc., Detroit, Mich. 


Device: Heavy duty, galvanized pail 
equipped with Electromaster heating 
element. 

Selling Features: Designed for farm 
and industrial use; 14 qt. capacity; 
automatic safety element protects 
from burn out by automatically eject- 
ing connecting plug from shroud in 
case water gets down to danger 
point; 1250 watt, 120 volts, a.c.-d.c. 

Price: $7.50.—Electrical Merchandis- 
ing, August, 1939. 


v 


ESKIMO Ventilator 
Bersted Mfg. Co., Fostoria, Ohio 
Device: Blower-type ventilator. 
Selling Features: Twin centrifugal fa 
wheels of multi-vaned type mounted 
on each end of motor shaft draw ai 
in at each side through chrome-plated 
grills and discharge it through ex 
terior hood; 1-piece automatic shutte 
closes air duct when not operating 
easily installed; available in model 
for vertical or horizontal discharge o 
air; telescoping steel duct supplied fo 
installation on walls; induction-typ« 
motor; no radio interference; 110-12: 
volts a.c. 60 cycle; 400 cfm, ivor) 
enamel, chrome plated end grills.— 
Electrical Merchandising, August, 
1939. 
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LISTEN, PAL. IF YOU WANT TO WIN 


THE SALES CONTEST IN YOUR TERRITORY, 


YOU RIDE THIS DULUX SEAL! 
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"M NOT going to cut my own throat by tipping 

off the guys in my territory—but I don’t mind 
letting you in on something that helped me make 
more money last year. 


“Sure, I used all the approved methods, same as 
you do. But I found something else: You'll sell re- 
frigerators faster and easier if you make this 
DULUX seal a feature of your sales talk. 

“WHY? Simple. There’s a mighty good reason 
why most of the refrigerators made today are fin- 
ished with DULUX— it’s the finish women want. It 
stays white; it can take it—which means a lot when 
there are kids in the house; and it’s easy to keep clean. 





REG. U. S&S. PAT. OFF. 














}ULUX 
FINISH 


“With a talking point like DULUX to open up 
with, you get the prospect on your side right 
away. Chances are, she already knows the Du Pont 
reputation for highest quality. And when she hears 
the service she can expect from DULUX, it’s a 
pushover the rest of the way!”’ 


Whether your year is a beaut or a bust often 
hinges on little things like this DULUX seal. That 
seal is put there for your use—to help you sell re- 
frigerators faster. Feature DULUX in your selling 
—it pays! 

E. I. du Pont de Nemours & Co., Inc., Finishes 
Division, Wilmington, Delaware. 


Visit the Du Pont “Wonder World of Chemistry” exhibits at the New York World's Fair and the Golden Gate International Exposition 


1939 
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U-S:S Marks the Spot 
Where Many a Sale 
is Clinched 














ETAIL appliance salesmen tell us that buyers are 

today more inquisitive than ever before. Not a de- 
tail of finish, arrangement, or construction escapes their 
vigilant attention. That’s why the product with U-S-S 
VirRENAMEL seal enjoys such a distinct advantage on the 
sales floor. 

When the customer raises the inevitable question of 
construction, all you have to do is point to the U-S-S 
VirreNAmeL seal. That seal means that only tough, strong 
steel, specially made for enameling, has been used as the 
base for the surface. It tells the buyer that the steel, which 
she can’t see, is just as perfect as the features she can see. 

Steel gives your enameled products their form, their 
strength, their usefulness. How long and how well they 
serve depends directly on the steel. U-S-S Virrename is 
the finest steel that money can buy. 

Be sure to use this fact and point out the familiar 
green-and-gold seal, whenever you are selling a washing 
machine, range, refrigerator, table top, or any other por- 
celain enameled product made of this quality base metal. 





Leok for this symbol 
on steel products. It 





This seal guarantees quality under 
the surface .. . ind cates through- 


and-through craftsmanship. Buyers 
are now being told in America’s 
most widely read magazines of the 
importance of this special steel, 
which was specially developed for 
enameling by the 89 research lab- 
oratories and 1700 technical experts 
of the United States Steel Corpora- 
tion Subsidiaries. 


VITRENAMEL SHEETS 


CARNEGIE-ILLINOIS STEEL CORPORATION 


represents the highest Pittsburgh and Chicago 
quality, the finest met- 
allureical service 
Columbia Steel Company, San Francisco, Pacific Coast Distributors ° United States Steel Products Company, New York, Export Distributors 


UNITED STATES STEEL 
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BREAKFAST CLUB Toaster 


Allied Industries Inc., 30 Rockefeller Plaw 
New York City 
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Device: Automatic, oven type, toaster 
Selling Features: Toasts 2 slices both 
sides; no signals to watch, toast pops 
up when done; patented clock work ; 
mechanism ; 750 watts; chrome : 
plated; Bakelite feet and handles 
Price: $9.95.—Electrical Merchandising 
August, 1939. 
ESI 
Bersted 
Device: W 
liquifier. 
Selling Fee 
houses hi 
whirling 
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rpm, cut 
thick liqu 
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SPARKS Oil Space Heaters 


Hammer-Bray Co., 2619 E. 12th St., 
Oakland, Calif. 


Models: 4070 and 4035 space heaters. 

Selling Features; Gives circulating and 
radiant heat throughout living zone of 
room; outer cabinet of Armco Ingot 
iron inner heating unit is die-formed 
and electrically seam-welded; Model 
4070 heating capacity at zero 6,000 
cu.ft.; No. 4035, 4,509 cu.ft.; No 
4070, height 36% in., width, 313, ‘depth 
164 in. No. 4035 36%x254x164 in.— 
Electrical Merchandising, August, 
1939. 
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SILENT SIOUX Furance Burner 


The Silent Sioux Oil Burner Corp. 
Orange City, lowa 


Device: Newly designed pot type Silent 
Sioux mechanical draft furnace burner ® 
for small and medium sized homes. 

Selling Features: Maximum capacity 
4 gal. per hr.; 132,000 btus. per hr. ; 
30 watts; uses No. 1 and 2 oil; auto- 
matic with low oil pilot-and-high 
operation ; quieter than pressure ty] 
burners, the manufacturer claims: 

complete with controls, low voltag 
room thermostat, transformer and * 
in. draft regulator; requires n 
bricked-in combustion chamber; ir 
stalled by simply removing grates an 
ash door; requires no cleaning ; 39 i1 
long black and red wrinkled finish.- 
Electrical Merchandising. August 
1939. 
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WESTINGHOUSE Percolators 


Westinghouse Electric & Mfg. Co. 
Mansfield, O. 
Yodels: PG-24, PG-14 and PG-4. 
Selling Features: PG-24, 9 cup capac- 
itv; PG-14, 7 cup; both have seam- 
less copper body with long dripless 
uts; cold water type valve; a. c. 
d. c. chrome finish, natural walnut 
idles ; PG-4, 6 cups has short, snub 
spout; modern design; 350 watts, a. c. 
‘ d. € 
Prices: PG-24, $9.95; PG-14, $8.95; 
PG-4, $4.95.—Electrical Merchandis- 
ing, August, 1939. 





v 
ESKIMO Whiz-Mix 


Bersted Mfg. Co., Fostoria, O. 


Device: Whiz-Mix vegetable and fruit 
liquifier. 

Selling Features; Chrome-plated base 
houses high-speed motor which drives 
whirling stainless steel blades in up- 
per glass bowl at speed of 14,000 
rpm, cutting food so fine it becomes 
thick liquid without lumps ; glass mix- 
ing bowl lifts off for cleaning and 
pouring ; 110 volt, a. c. or dc. 

Price: $13.95 complete. — Electrical 
Merchandising, August, 1939. 
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v 
FARBERWARE Coffee Robot 
S. W. Farber Inc., 141 S. Fitth St., 

Brooklyn, N. Y. 

Device: Spout-type coffee Robot No. 
600. 

Selling Features: Capacity, 2 to 6 cups; 
lower bowl chromium plated inside 
and out; heat resistant upper glass 
bowl; new patented device on handle 
releases upper bowl from bottom; 
automatically stirs coffee while brew- 
ing; automatically turns off when 
coffee is made, and keeps it hot as 
long as desired; 11 in. high; walnut 
wr black ebonized handle and trim. 


Price: $9.95.—Electrical Merchandising, 
August, 1939. 









































SEE THAT CIGARETTE?) © 


YOUR HUSBAND {S$ 
LIKELY TO DO THAT! 
BUT WHAT OF IT/.. its 


























PORCELAIN ENAMEL 


1407 SOUTH 55th COURT ° 


“Of course, madam—porcelain enamel is the one 


finish you can bank on that won’t stain or discolor 
for the rest of its life. You see, porcelain enamel is 
really molten glass fused onto a heavy supporting 
metal. It takes 1550° Fahrenheit to finish porcelain 
enamel. Think of that—a thousand degrees hotter 
than any other finish will stand. That is why por- 
celain enamel on any appliance is so hard—so im- 
pervious to heat, acids, stains, scratches or shock. 
It is the lifetime finish. That is why we insist on 
selling the appliance that is all-porcelain. It is the 
enduring, satisfying finish.” 








... And mister—may we say too, that LUSTERLITE 
porcelain enamels are really superior (far more 
uniform in quality) than any we have ever put to 
the LUSTERLITE laboratory test. 





CHICAGO VITREOUS ENAMEL PRODUCT CO. 


CICERO, ILLINOIS 




















We didn’t write nor publish this 
interesting 92-page book, but 
we want to send you a copy with 
our compliments — absolutely 
FREE of all cost or obligation. 
This book was produced by an 
“Institute” incorporated not for 
profit, and the work has met with 
wide acclaim among those inter- 
ested in appliance selling. You 
will find it extremely helpful 
for every member of your sales 
staff. Send for it today—NOW. 








Chicago Vitreous Enamel Product Co. 
1407 South 55th Court, Cicero, Illinois 


Okay —send me a free copy of the 92-page 
book “How to Increase Your Sales.” 
Name 

Firm__ 

Address 


Town ____ : = 


State___ ete ‘ er 
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LONERGAN Oil Space Heaters 
Lonergan Mfg. Co., Albion, Mich. 


Vodels: Fireside line consisting of 4 
models—No. 777 Ventu-Rotor circu- 
lator; Counselor circulator; Zephyr 


M A D F T H A T W A y | N none and Ambassador radiant 


Selling Features: Model 777, the leader 


of the line, is equipped with new 
A Ly lo LA A | lJ M | N J M | C r T q A Y § patented heat diffusing propeller 
a - which gives forced warm air furnace 


performance; automatic heat and 
blower control; burner produces clear 
solar heat; also serves double-purpos« 
as summer cooler.—Electrical Mer- 
chandising, August, 1939. 
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AST FREEZING gives fine 


textures. And the cook gets GIBS 
Gibson EI 
credit for another deliciously ( 
evice - é 
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smooth, frozen dessert! ling Fea 
uses Defre 
Freez’r sh 
culation ; ¢ 
Unit twin. 
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FARBERWARE Broiler Robot ce ~ 
terior li 
S. W. Farber Inc., 141 S. Fifth St., ng, S. 
Brooklyn, N. Y. 


Vodel: No. 405 round model broiler. 

Selling Features: Made of solid brass 
nickeled and chrome plated; 2-heat 
element; high, 1200 watts; low, 200 
watts; chromium plated grill rack; 
broiling surface 12 in. diam.; walnut 
handles and feet. Other models in line 
consist of Round Model 400 with 800 
watt element and grill diam. of 93 in 
and Oval model 410 with well-and- 
tree platter; 1000 watt element. 

Prices: No. 405, $11.50; No. 400, $6.95 
and No. 410, $12.95.—Electrical Mer- 
chandising, August, 1939. 
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GAR WOOD Aijir Conditioners 


| 

Gar Wood Industries Inc. 
Air Conditioning Div., Detroit, Mich. Knapp-h 
Device: 2 new heating units for B Vere: I 
smaller homes. Models 80 and § Selling F 


Partners in this business of 





better dessert-making are the 
Aluminum ice trays which you 
have in your refrigerator. (The 
same kind of Aluminum that’s 
in so many of Mrs. America’s 
“friendly-to-food” cooking 


utensils.) Aluminum is such 





an excellent conductor of heat 
that it makes room, in a hurry, 


for cold to get in. 





| _ B-120-W. blades 's 
Selling Features: Model 80, gas-fired — 

ah , , ‘ ‘ ° od-Aire Fe atic sha 
That's true too, you know, in the freezing of ice cubes. Alumi- Tempered-Aire provides automat base of | 


gas heating, air humidifying, air fil- A 
tering and forced air circulation in off 8 
winter and air filtering and powe Merchay 
blower comfort cooling in summer: 


(ALCOA 
. ;' ; , , | 
num trays and ice cube grids speed up ice making. ALUMINUM \ 
consists of teardrop firebox, fuel ec 


| 

| 
’ . > “4 Be . 4 omizer, s - idifier, ait 
COMPANY OF AMERICA, 2160 Gulf Building, Pittsburgh, Penna. rr Pe He 0 gee 
and approved gas burner. Mode! 
B-120-W, hot water boiler-burn: 
heating unit, fired by new type oil 
burner that provides stabilized sun- 
burst flame; small boiler water con- 


‘s tent; quick boiler pickup and longer 
e ss flue gas travel; uses counterflo 
principle of heat transfer. Bot 


models fully automatic, lower 
operating cost.—Electrical Merchan 
dising, August, 1939. 
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SE MURRAY Stoker 


— The Murray Corp. of America, 


Detroit, Mich. : 
Automatic, portable coal stoker 


» Features: Burns coke, hard or 
wit coal; 1/6 h.p., horizontally 
mounted motor, 110 volt, 60 cycle, 
.c.; self lubricated gear reduction 

sprocket and heavy endless chain; 
mercury tube switch mechanically 
jerated by automatic fuel control; 
nay be wheeled away from furnace 

ind from fuel bin; fits all types of 
iwnaces and boilers ; fuel supply regu- 
ated by automatic fuel control; room 
temperature by thermostat and 
jamper controls; Raleigh rust finish 
yith ivory trim on steel; 402 in. high, 


ters 444 in. long, 26% in. wide. 
rice: Installed, $139.50.—Electrical 

h. Merchandising, August, 1939. 
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x 
GIBSON Refrigerator 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


evice: Apartment Freez’r Shelf 
D-479, 

lling Features: Capacity 4.68 cu.ft. ; 
uses Defrostajar instead of drip pan; 
Freez’r shelf brings controlled air cir- 
‘ulation ; equipped with Gibson Mono- 
Unit twin-cylinder hermetically sealed 
mechanism; 1/5 h.p. motor; equip- 
ment includes 2 standard shelves; 1 
fiset shelf; 1 tilting shelf; 3 standard 
ce cube trays with metal grid; in- 
terior light.—Electrical Merchandis- 
19, August, 1939. 














v 
K-M_ Liquidizer 
Knapp-Monarch Co., St. Louis, Mo. 


Device: Fruit and vegetable liquidizer. 

Selling Features: Find steel cutting 
blades shaped for rapid action per- 
manently mounted in glass; Hexagon 
shaped glass with inner fins; heavy 
base of white kitchen enamel; on and 
off switch; rubber feet—Electrical 
Verchandising, August, 1939. 








































for the dealer who sold her a 


SUNLIGHT-POWERED WASHER 


After all, your business depends on what the people in your com- 
munity think of you. And that depends on what they think of the 
merchandise you sell. If it comes up to their expectations—if it comes 
up to the promises you make for it—then you and the products you 


sell are both well liked. 


Dealers who sell Sunlight-powered washing machines know they will 
give long, satisfactory service, because Sunlight motors are quiet-run- 
ning and trouble-free, with bearings that require no oiling during the 
life of the motor. These advantages are the result of twenty-three years 
of experience in building washing machine motors. The “sunny” smiles 
these dealers get are from satisfied customers who will come back to 
them when it’s time for a newer model washer. Sunlight Electrical 


Division, General Motors Corporation, Warren, Ohio. 
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DEPENDABLE WASHING MACHINE MOTORS FOR TWENTY-THREE YEARS 




















































ELECTRIC RANGE UNITS 


Sell Better Cooking, 


in Chromalox-equipped ranges, with 
the five beats now available in Chro- 
the heat that 
any cooking need requires, uniform- 


malox units. Exactly 
ily distributed over the cooking sur- 
face, all the way from the speedy 
HIGH to the gentle SIMMER posi- 


tion (1/16 of High heat). 


Sell Economical Cooking 


in the famous Chromalox feature of 
which in the 


gives different 


“two-units-in-one” 


average range four 
cooking areas, in sizes to fit any- 
thing from the smallest saucepan to 
the largest skillet. No wasted heat. 
This convenient feature is exclusive 


with Chromalox units 


Sell Chromalox - Equipped 
Ranges and profit by the power- 


ful sales features these units present. 


Use them for replacements. They fit 


all ranges. Get all the facts—mail 













the coupon 


8 
EDWIN L. WEIGAND CO. 

7525 Thomas Bivd., Pittsburgh, Pa. 

Send me the "CHROMALOX PLAN” book 


Name 







Position 
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Selling 


NEW MERCHANDISE 


WESTINGHOUSE Toasters 


Westinghouse Electric & Mfg. Co. 
Mansfield, O. 


Models: TK-4 2-slice automatic TLA-4, 
and TL-4 and turnover toasters. 
Features: TK-4 oven toaster 
has no clock mechanism—bell rings 
when toast is ready, current is cut off 
but toast is not elevated until switch 
is touched, when the toast pops up 
hot and ready to serve; chrome finish 
with Bakelite knobs ; a.c. only. TLA-4 
automatic turnover model, both trays 
open when either one is lowered; 500 
watts; adjustable and thermostat con- 
trolled; no clock mechanism; a de- 
luxe model is equipped with an auto- 
matic signal; a.c. only. TL-4, non- 
automatic turnover also has “turno- 


matic” tray; chrome finish; a.c. or 
d.c. 
Price TK-4 oven toaster, $9.95; 


TLA-4, $3.95; TL-4, $2.95.—Electri- 
cal Merchandising, August, 1939. 





KITCHENAID Food Preparer 
(Correction) 


KitchenAid Div. Hobart Mfg. Co., 
Troy, O 


Device: K-3 portable food preparer. 

Selling Features: 3-qt. heat resisting 
glass bowl; “built-in power” (elimi- 
nates need for “power unit”); 
planetary action (beater travels 
around bow! in one direction while 
turning on its axis in opposite direc- 


tion; bowl remains stationary and 
beater is brought so close to edge 
of bowl that mixing action auto- 
matically “scrapes down”  ingredi- 
ents); head hinged at top of pedes- 
tal swings-up-and-back for free 
access to bowl and beater shaft. 
Standard equipment includes bowl, 


all-purpose beater, glass and glazed 
porcelain fruit juice extractor. 
Bowl shape facilitates handling 
small quantities; 

rome plate or 
finish; universal 4 


Stainless steel 
h.p. motor; bear- 


ings lifetime lubricated; 3-speeds and 
shaft 


intermediate speeds for beater 


and attachment hub, controlled by 
governor; 13% in. high; base 74x13% 
in, 

Price: $29.95; other attachments priced 


separately; improved 
K-4, $54.50.—Electrical 
August, 1939 


4-qt. 


white lacquer and 


model 
Merchandis- 


m . 


LESTER MOFFATT 
LAURENCE WRAY 
ANNE NOONE 
TOM BLACKBURN 
CLOTILDE GRUNSKY 
MARGUERITE COOK 
GERALD STEDMAN 
ERNEST HASTINGS 
Mrs. RALPH BORSODI 


* 


Teor are the people, among others, who write 
for and edit 


ELECTRICAL MERCHANDISING 


hey are successful editors, economists, researchers, 


» 


business men and women; one and all they are on the 


jobs about which they write. 


They are not provincial; they come from North, South, 
East and West. They know “Appliance America” from 
coast to coast. And they write about what they know. 


They write it not to interest the man on the street, the 
average businessman,’ housewife — or the advertiser or 
his agency, but as their part of the editorial service which 
Electrical Merchandising delivers to its readers. 


What a business magazine offers its advertisers is an 
opportunity to address a specific sort of audience, as- 
sembled by its editors and authors, and inspired with a 
certain willingness to listen, and believe. 


The exceptional editorial enterprise of Electrical Mer- 
chandising insures an intelligent audience, a selected 
readership among the leaders of the electrical appliance 
industry. It insures an interested reading of the adver- 
tisers’ sales messages precisely because it insures an en- 
thusiastic reading of the work of these editors and writers. 


It is editorial content that makes Electrical Merchandising 


so valuable to its readers and advertisers alike! 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 


330 W. 42ND ST. NEW YORK, N.Y. 


























henselae 


AUGUST, 





1939—ELECTRICAL MERCHANDISING 









IMPROV 


Priced to bi 
powerful Ro 
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It Will Pay 
You To Learn 
About These 





Priced to be outstanding values! 
powerful 


Quiet, 
Robbins & Myers motor with 


self-aligning Ojilite bearings. Specially- 
designed, pressure- type, 9-bladed fan. 
Beautifully finished and very carefully 
manufactured. 


NATIONALLY ADVERTISED in Good 
Housekeeping magazine. Has their Seal 
of Approval. 


WINDOW MODELS have exclusive pat- 
ented features; will not shut off light. 
Can be INSTALLED IN WOOD, STEEL 
SASH, OR CASEMENT WINDOWS! 


BUILT-IN MODELS are adaptable to 
various types of installation. They can 
be installed in either a vertical or hori- 
zontal position. Are adaptable to any 
wall thickness. Both models are automatic 
in operation. 


GET THE FACTS today! Write for lit- 
erature, prices, discounts. MCLAUGHLIN 
VENTILATOR CO., 
Road, Ferndale 


253 East 9 Mile 


(Detroit), Mich. 


KEEPS AIR FRESHER AND ODOR FREE 


E€VERHOT 
Electric 


ROASTERS 


With quality and price 
appeal...and special 
~, features that attract 
volume sales. 


SERVAOT 
Elechric — 


WATER HEATERS 














—opening an immense Pod 
new field of profits for ail 
dealers. Sa 


Write for Color Catalog 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO = +_—s ESTABLISHED 1884 





IMPROVED VENTROLAS! 














CABLE ano PLUG 


HEADQUARTERS 





Electromaster designed and introduced the 
flexible cable and plug, for Electric Range 
installations. 


All types and sizes 


1. Rubber covered 3. Heavy-duty rub- 








conductors— ber casing. 
copper lugs. 

2. Plated strain re- 4. Sturdy bakelite 
lief clamp. cap. 


o * 











Write for New Low Prices 


ELECTROMASTER, INC. 





1805 E. ATWATER ST. * DETROIT 
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FLUID-HEAT Boiler 


Fluid Heat Div., Anchor Post Fence Co., 
Baltimore, Md. 

Device: WB- 
homes. 

Selling Features: Capacity of 550 sq.ft. 
standing hot water when fired with 
1.35 G.P.H. nozzle; designed for 150 
Ibs. working pressure; 12 gauge steel 
walls with heavier steel used for 
heads ; 1 in. copper coil in central flue 
serves as exchanger and flue baffle; 
built-in combustion chamber extends 
full height of boiler base; standard 
equipment includes flange-mounted 
P-3C Fluid Heat burner; primary 
control, room thermostat and limit 
control; completely assembled in 
green jacket with insulation extend- 
ing full length of boiler.—Electrical 
Merchandising, August, 1939. 


2 oil-fired boiler for small 


v 





NESCO Oil Space Heaters | 


National Enameling and Stamping Co., 
Milwaukee, Wis. 


Models: 3 new “Hearth-Cheer” port- 
able circulation heaters. 

Selling Features: Long Chimney 3912 
has a steel reflector arc built into 
top above burners that drives hot 


clean air out through front and side 
louvres and reflects action of flames 
through louvres to give fireside atmos- 
phere; no connection flues are neces- 
sary; black crackle baked japan fin- 
ish; large base prevents tipping; 
large humidifying pan and a 2 gal. 
fuel reservoir. 

No. 392 Short Chimney is equippd 
with 2 Nesco Dubl-Hot burners ; same 
as Long Chimney without reflector 
arc. 

No. 3902 same as 392 with brown 
crackled finish and 2 standard burn- 
7 Merchandising, Au- 





gust, 1939. 
v 


HANKSCRAFT Fan Filter 
The Hankscraft Co., Madison, Wis. 


Device: Fan Filter for 6, 8 or 10 in. 
electric fan guards. 

Selling Features: Patented Walton fil- 
ter treated with air filter compound ; 
removes dust and pollen from air; 
metal filter rim attaches easily to fan 
guard with metallic ribbons; filter re- 
fills also available. 


Price: Complete, $1.00, refills, 35¢ each. 
—Electrical Merchandising, August, 
1939. 
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A**‘Package’”’ Item— Large Unit Sale— An Ever 
Widening Market— You Have all This with 


the Curtis STORE cud OFFICE 












45 Air Cooled 
Units — 42 
Water Cooled 
Units 1/6 to 
30 H.P. 











COOLER! 


@ ILLUSTRATION 
shows two Curtis 
Store and Office 
Coolers in the 
Canterbury Inn at 
the Merrie Eng- 
land Village, New 
York World's Fair 
1939, This is only 
one of the count- 
less applications for which this latest addition to 
the Curtis line of Refrigeration and Air Con- 
ditioning Equipment is ideal. 

When you sell the Curtis Store and Office 
Cooler, you open up a vast new market for greater 
sales and profits. All classes of retail establish- 
ments, chain stores, offices, restaurants, banks 
and many, many others are demanding air con- 
ditioning. It has me a necessary factor in 
successful merchandising and efficient office work. 

It's a handsome, complete, factory designed, 
packaged air conditioner. Mechanically cools, 
dehumidifies, circulates and filters the air — 
adaptable for heating—easily and quickly in- 
stalled and semi-portable. 3 and 5 ton sizes. 

The Curtis line of Condensins Units includes 
sizes from 1/6 to 30 H.P. air and water cooled. 
Every Curtis product is precision engineered to 
deliver economical, efficient, care-free perform- 
ance throughout an exceptionally long life. 

If you're mene my in pe in 
increasing your sales, write to Curtis 
CURTIS for complete information — today. 
REFRIGERATION 
—_ CONDITIONING 


MmmeRCias 















CURTIS 
1975 Kienlen Avenue 

















REFRIGERATING MACHINE Co. 


Division of Curtis Manufacturing Co. 
St. Louis, Missouri 








COMING! 


SEPTEMBER 


NE W PROCTOR 


TOASTERS 


NEW STREAMLINED DESIGNS 


NEW PROFIT-MAKING DEALS 


WATCH FOR ANNOUNCEMENT 


PROCTOR ELECTRIC COMPANY 


SEVENTH & TABOR ROAD «+ PHILADELPHIA 
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WHERE 


Parts, Services 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con 
secutive insertions of undisplayed ads 





TO BUY 


& Accessories 


DISPLAYED RATE: 


$11.00 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 
column There are 4 columns—48 
inches to a page.) 














Refrigerators.” 


1928 to 1938, 
identified by the dealer. 
a 


not satisfied 
Single copies 
paid by us 
ing postage 


a arth ae 


Are Your Refrigerator Trade-in Sales Profitable? 


Where ca u find how much you can afford to allow on any one of 
1400 sapheee Ted models—and still make the sale AND a profit? 
The ONLY complete source ct raters : 
wants to promote PROFIT. LE trade-in sales is a s 
The “NATIONAL MARKET INDEX of Trade-in Values for Used 


You can find the fair market value of over 1400 makes and models from the years 
The “Index” is fully illustrated so that models may be readily 


$3.50 expenditure on a NATIONAL MARKET INDEX may save 
of dollars in Wo, comres, 
e-ins and M 
yp ~ executed trade-in will more than pay the cost of this handy . 
Order the “Index”—keep and use it for 10 days—and if you are 
our mone 
3.50 each. 
if order is prepaid, otherwise delivery will be C.O.D. includ- 


o* NATIONAL MARKET INDEX®™ ™: Sunt iit lenin Pa: 


values for the dealer who 


ou hundreds 
f a year. it may put you ig @ position to invite 
EXCELLENT MARGIN OF PROFIT on them. One 


will be refunded upon return of “Index.” 
fty or more copies $2.50 each. Postage will be 


| 
| 
| 
| 
! 














RUBBER UPHOLSTERED 


HAND 
TRUCKS ~~ 


SAFEGUARD = 
Your Profits! 
Use ORANGEVILLE 
TRUCKS fer han- 


dling 
ranges 


refrigerators, 

kitchen cabinets, etc. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. 
convenient sizes 


Several 
Descriptive circular and prices 
on request 
ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 








SPECIALTIES 


Electric Mangle Pads and Covers, 
washing machine covers, electric heating 
pads, vacuum cleaner bags—all types 
Textile Specialty Co., W. 54 St., Cleveland, O 


NEW ADVERTISEMENTS 
Copy must be received by the 30th of the 


month to appear in the issue out the follow- 
ing month. 











Air Conditioning and Refrigeration 
Supplies and Equipment 
molete Stocks west Prices Speedy Service 
Send for Big Fr Catalog 
THE HARRY ALTER CO 
1728 South Michigan Avenue, Chicago 


Branches: New York, Detroit eveland, St. Levis 











SELLING : yy 
EMPLOYMENT : 


UNDISPLAYED 

15 Cents A Worp 

Positions Wanted (full or part time salaried 
employment only) % the above rates pay 
able in advance. 

Box Numberse—Care of publication New York, 
Chicago or San Francisco offices count as 
10 words 

Discount of 10% if full payment is made in 
advance for 4 consecutive insertions. 


SEARCHLIGHT SECTION 


Classified Advertising) 


OPPORTUNITIES” : tusness 


—RATES— 


MINIMUM CHARGE $3.00 | Individual 


MERCHANDISE 


DISPLAYED 

Spacea with border rules for 
prominent display of advertisements. 

The advertising rate is $8.00 per inch for al! 
advertising appearing on other than a con- 
tract basis Contract rates quoted on re 
quest. 

An advertising inch is measured %&” ver 
tically on a column—4 columus—48 inches 
to a page 








Ohio | 














SELLING 
OPPORTUNITIES 


OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 




















OPPORTUNITY OFFERED 


SALESMEN — Nationally known manufac- 
urer water systems and water softeners 
ha opening in several territories for com- 
on salesmen selling Dealers and Job- 
bers, SW-648, Electrical Merchandising, 520 
No. Michigan Ave Chicago, Ill 


nis 


OPPORTUNITIES WANTED 


REPRESENTATIVE 
now employed wants new connection. Has 
diversified experience among large buyers 
ind wholesalers of specialty electrical equip- 
nent and enjoys their confidence Excellent 
ales record, fine background, American, 39 
Gentile, married. Salary and share of profits 
lesired basis o compensation RA-547, 
Electrical Merchandising, 330 W. 42nd St., 
New York, N. Y¥ 


—_—_—_—_————_ —____ 
SEEEEESALES EXECUTIVE 
Saies Manager with (8 years experience—Washing 
Machines and Appliances. Refrigeration. Heat- 
ing. Central Plant and Unit Air Conditioning. 
Unusually broad wholesale and retail experience 
harge distribution key territories, through distrib 
itors, dealers and large direct consumer organiza- 
tions for Country's top flight merchandisers. Make 
excellent sales manager, branch or division man- 
aser for manufacturer or manager for large dis 
ributor 
SA-549, Elec 


MANUFACTURER'S 





Merch., 330 W 





find St S| 


OPPORTUNITIES WANTED 


MANUFACTURER'S REPRESENTATIVE in 

Southern California calling on Wholesale 
trade in Electrical, Hardware, Plumbing 
Good clientel. Wants additional well adver- 
tised lines. RA-550, Electrical Merchandis- 
ing, 68 Post St., San Francisco, Calif. 











YOUR Problem? 


Do you need competent men for your 
staff? 

Are you seeking employment? 

Or, are you looking for—or offering 
—da business opportunity of special! 
interest to men in the industry served 
by this publication? 

The solution of any of these prob- 
lems can logically be found first 
among other readers of Electrical 
Merchandising. You can get their 
attention—at small cost—through an 
advertisement here. 
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G-E Clothes Dryer 


General Electric Co., 
Bridgeport, Conn. 


Device: AD-3 tumbler clothes dryer. 


Selling Features: Utilizes electric heat; 
clothes are tumbled slowly through 
warm air in a revolving, perforated 
cylinder—38 rpm.; cascading motion 
makes clothes soft, fluffy; and damp- 
dry ready for ironing in 15 min., 
towels, completely dried in from 30 
to 45 min. 7 lbs. dry clothes capacity; 
pilot light on outside cabinet; heating 
element above turning cylinder con- 
sumes 4600 watts per hr., 220 volts, 
214 amps.; thermostat prevents over- 
heating; clothes are inserted through 
chromium plated side door; entire 
mechanism encloseu white baked 
enamel cabinet 38} x 334 x 27 in.; cyl- 
inder is driven by + h.p. G-E motor. 

Price: $129.95.—Electrical Merchandis- 
ing, August, 1939, 


one 
= 


PROGRESS Cleaner 


Progress Vacuum Corp., 
Cleveland, O. 


Device: Portable, commercial model 10. 


Selling Features: Black & Decker mo- 
tor, a.c. or d.c., no radio interference ; 
purifies air as it cleans; Germ trap 
protects motor from dirt and grit 
while purifying air; no oiling; rub- 
ber bumpers; mounted on 4 soft rub- 
ber wheels; Duplex carpet nozzle; 12 
in. floor brush; extra germ trap and 
8 ft. heavy duty hose. j 


Price: $125 complete.—Electrical Mer- 
chandising, August, 1939. 


v 


HANDYHOT Wringer 


Chicago Electric Mfg. Co., 
6333 W. 65th St., Chicago, Ill. 


Device: “Little Magic” portable wring- 
er for Handyhot Junior washer and 
other portable washers. 


Selling Features: Streamlined frame of 
white baked-on enamel; adjustable 
thumb screw controls pressure ad- 
justment; 74 in. wringing surface; 
adaptable to any size tub or pail hav- 
ing a rim thickness of less than 4 in. 


—Electrical Merchandising, August, 
1939, 
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Sales. 


MORE PROFIT 
Led Sewiee 





These handsome new Silent Sioux 
Oil-Fired Room heaters have what it 
takes to win sales! Listen to these re- 
ports. From So. Dakota: “Your burner 
is positively the best on the market.” 
From M h tts: ‘Simplicity, econ- 
omy, and faithful performance under 
all conditions, wind and rain, below 
zero and above, there is nothing to 
worry about.” From Wisconsin: “Silent 
Sioux ting a ati Expect 
quite a demand.” From St. Paul: “We 
have reasons to believe more and 
more dealers will tie-up exclusively 
with Silent Sioux in 1939.” 


If you want to 








That's a real tip! 
make more sales, keep service low, 
and increase your profits, switch to 
Silent Sioux. America’s most complete 
line of smart, new room heaters with 
more high quality features than any 
others regardless of price. Write today 
for complete details, Free folder, “This 
Is The Preview.’ Hurry. Address 
Dept. 3. 


SILENT SIOUX 


OIL BURNER CORPORATION 


ORANGE CITY IOWA 
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IS 


NICHROME” 







He's given you 


your strongest selling point 











Wholesale buying and storage of meat 
enables a family to pocket the difference 
between 14 and 30c a |b. 


Storage Lockers 
» ee. a Second 


Refrigerator 


= success which has met what 


HI 

Te believed to be the first cold 
storage lockers offered to city people 
in Beaver Dam, Wisconsin, is a hint 
that such facilities in the form of a 
second refrigerator for the home may 
find a welcome. 

When R. B. Wolfgram, a butcher, 
got out of the navy and looked about 


| for a business, he knew one economic 


angle: A 100 lb. quarter of beef may 
be bought for 14¢ a lb. When pur- 


| chased by the slice, it costs 33¢ a Ib. 





or better. With a family of two eat- 


ing some 500 lbs. of meat a year, | 


wholesale buying would decidedly pay | 


dividends. 

So he established a cold storage 
locker service around a butcher shop. 
Lockers approximately 2x2x4 are 
rented for $10 a year, and a tempera- 
ture of 9 above zero is maintained. 
Customers place in them what they 
wish, take home small amounts at 
their own convenience. 

The Beaver Dam Cold 
for town people. Doctors take fat 
ducks, a dozen at a time, and apply 
them on farmers’ bills. Other bills 
are paid this way which would other- 
wise have had to wait until the farmer 
could scrape up cash. 

In the Wolfgram lockers are 
bushels of strawberries picked up dur- 
ing the glutted market. There are 
watermelons, corn on the cob, cherries. 


| One family of nine has eaten two 


beeves and one hog in a year. While 
meat will keep indefinitely Wolfgram 
does not recommend holding more 
than a year, on account of dehydra- 
tion. He frequently butchers for 
families who bring in a beef, taking 
the hide and a $1 fee as his charge. 

Meat is cut into steaks, chops, 
roasts, hamburger or sausage, wrapped 
and labeled. The cuts are frozen solid 
within an hour in the quick freezing 
room, then placed in the lockers 
which will hold around 350 Ibs. 


Storage | 
Locker Company has helped business | 
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“AMERICA’S BELT BIBLE” 
Shows You 


HOW TO MAKE 


OVER 41% 
CLEAR 
PROFIT 


with GILMER’S Famous 
35-R Belt Assortment ! 


( pay .. $19.98 
YOU 


get .. $34.18 
MAKE . $14.20 








































Details of this 
famous Gilmer 
Profit-Maker in- 
cluded in Your 
FREE copy of the 
1939 GILMER 
BELTCATALOG 
— Send cou- 
pon today! 


GILMER’S most 
complete f.h.p. belt catalog 
—the industry’s guide— 
lists refrigerator belts for 
over 5700 models... 149 
makes ... by lengths . . . 
cross-sections . . . manu- 
facturers’ part numbers. 
Also, the entire parade of 
washing machines, air 
conditioners, oil burners, 
stokers, woodworking 
tools, etc. OVER 188 
PAGES! 


Get GILMER Belts ! 


**Tailor-made in the 
grooves” on the world’s 
largest assortment of V- 
moulds. Built by belt en- 
gineers who specialize in 
belts. FULLY STOCKED 
BY GILMER JOBBERS 
everywhere . . . giving you 
the right fit, faster ! | 


















Fill out and Mail to 










L.H. GILMER CO. 


Tacony, Philadelphia 
Send FREE 1939 Gilmer Catalog containing 
details of 35-R profit-making assortment to 
NAME 

FIRM 
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